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dominates 
North Carolina’s 


INTERURBIA 


The Largest Metropolitan Market 
In the Two Carolinas 














Get full coverage of this great 
metropolitan market plus the 
entire Industrial Piedmont with 
WFMY-TV. See your H R P 
man today. 


54 Prosperous Counties Y22 Million Population 
¥$2.8 Billion Market $2.2 Billion Retail Sales 
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Represented by 
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(Advertisement 


Buyers and Users of Television Advertising In lowa 


File this page with your folder on Des Moines Television. This is 
information you must know in “shopping” this great market wisely. 























































KRNT-TV went on the air 22 years ago as the third station in the market. In two weeks time 
Channel 8 had taken over audience leadership. 

KRNT-TV is a basic affiliate of CBS Television. It went on the air with full power of 316,000 
watts just 4 months after getting its FCC permit. The station serves lowa’s biggest, richest, heaviest- 
populated market. 

KRNT-TYV is important to people. It is manned by people who have important work to do. They 
know it and the public knows it. 

KRNT-TV news rates probably as high or higher than that of any other station in the nation in 
a multi-station market. The new KRNT-TV high is a 50.8 rating in the November 1957 ARB Metropolitan 
Area Report. 

The KRNT news operation is directed by a professional television-radio journalist. He directs a 
staff of nine professional newsmen. Four newscasts are presented daily. The people respect KRNT-TV 
newscasts for their accuracy and objectivity. They like their completeness, they like the heavy use of local 
stories and local film, they like the world news coverage afforded by the use of CBS newsfilm, and they 
like the way the weather picture is integrated into the news presentations. KRNT-TV’s 20-minute news 
program at 10:00 P.M. started out fully sponsored when the station went on the air and now 242 years 
later has the same two alternate sponsors. 

KRNT-TV’s professional three-man sports team is headed by a former college and professional 
athlete known throughout the nation. KRNT-TV presents two highly-rated sports programs daily and 
each year does a number of remote telecasts of sports events. All these programs are handled with great 
skill and fine technique, and get very high audience ratings. 

KRNT-TV personalities are warm, friendly, alert, articulate, TV-wise emcees. They entertain. They 
inform. They serve the people. Their programs are well thought-out, intelligently presented. They be- 
lieve in what they are doing, and the people believe in them. They are sincere, and they take great pride 
in the station’s operation. The people know this and respect them and the station. 

KRNT-TV takes very seriously its announced intention of operating in the public interest, con- 
venience, and necessity. In 1957 the station devoted more than 451 hours of program time to public 
service. That figure includes more than 200 hours of local live public service programs. For one of those 
programs the station cleared a half-hour afternoon time and presented a daily 13-weeks series, “Know 
Your Schools”. For this a complete grade school classroom was built in the studios, including a false 
ceiling. The hidden camera and microphone technique was used in showing viewers actual elementary 
school classes in operation. KRNT-TV was one of the first stations in the country to televise “live” an 
actual heart operation as performed on a small boy. 

Because KRNT-TV stands for something, it amounts to something to people. The policies which 
govern KRNT-TV are well known by the people. The station is very careful to make sure all its presen- 
tations are in good taste. KRNT-TV won’t advertise many products and services; for instance, beer and 
liquor advertising, and the people know the station turns down thousands of dollars from this classification 
each year. In the last city election, KRNT-TV did not sell political advertising. The station gave 
it away — equitably — to all candidates. In this particularly vital election KRNT-TV figured the 
public was best served that way. Not all the people agree with the policies which guide the operation but 
they respect the station because they know its principles are not for sale. 

Character makes a medium believable. KRNT-TV is believable. To be acted upon advertising 
has to be believed by the people you want to sell. It makes all the difference in the world who represents 
your company. KRNT Radio and KRNT-TV have spent years building strong character in the community. 
Se eee you well. Their reputation for dependability has been firmly established and is jealously 
guarded. 

That's why KRNT-TV is famous for results for advertisers. KRNT-TV is believed in by most people. 
It has character. It stands for good things in the community. It has great acceptability among people in 
the - of acquisition. It amounts to something to people who amount to something. It is believed by 
people. 

KRNT-TV is a successful commercial station. It carries more local advertising by far than any 
other station in this three-station market. Most of its business is repeat business. It has an excellent 
repeat national spot business. 

KRNT-TYV is a good television station . . . has exceedingly high ratings, too. 


KRNT-TV, Des Moines, lowa, is a Cowles operation— represented by a good organization, the 
Katz Agency, and their office is as near as your telephone. 
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A new standard of performance 





for color television systems... 


The RCA TM-21 Color Monitor 


















This new color control monitor is a reference standard for evaluating the quality of color 
television pictures from any source. Providing the most precise and brilliant color pic- 
ture available . . . this new monitor accurately reproduces the scene as the camera sees it. 


QUALITY CONTROL OF COLOR PROGRAMMING—The TM-21 is used in Color 
Camera Chains, Switching Systems, Master Control and Transmitting Control for 
monitoring color picture quality. It is the basic instrument for checking registration, 
shading and deflection linearity . . . color fidelity of the entire TV system . . . chroma ) 
to monochrome ratio . . . color phase or hue adjustments. , 


BEST POSSIBLE COLOR— When used to display color pictures in clients’ rooms and 
executive offices, the TM-21 lets the station put its “best color foot forward.’’ Clients 
will be impressed by the bright, high definition picture. 


COLOR ACCURACY AIDS PROGRAM PRODUCTION— Production departments can 
use the new monitor for accurate continuity control of color programming. Producers 
and directors will get a true color picture of what’s happening on the set. Costume and 
background colors can be seen in proper relationship. Lighting can be accurately 
evaluated, production aided. 


SIMPLIFIED MONITOR ALIGNMENT — Initial adjustment is extremely simple. Built-in 
test switch reduces set-up time to minutes. Screen grid selector switch provides quick 
viewing of primary colors. 





LONG-TIME STABILITY—Once set up, monitor adjustments “hold.” Extra stability 
has been designed into brightness, contrast, decoder, convergence, and linearity circuits. 





your RCA Broadcast and Television representative for further 
information on the new TM-21 Color Monitor. In Canada: 
Write RCA VICTOR Company Limited, Montreal. 


| 
} 
Get maximum return from your color TV investment! Ask | 
; 
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Check these additional technical features: 


Feedback techniques and precision components e All components and tubes easily accessible. 
provide long-term stability. 


Automatic brightness tracking for color balance. e Automatic wide-band operation during mono- 
bos 5 : - chrome picture intervals. 

Convergence circuits designed for rapid setup. . 
DC restoration at black level, stabilized by e Stabilized black level shows effects of pedestal 
feedback. 


adjustments, aids close control of color in 
e Stabilized diode demodulators. picture low-lights. 
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AGAIN AND AGAIN, ARB REPORTS: 


QUARTER HOURS ... 
LEADERSHIP BY 
. significant STATIONS 


figures... WDAU-TV... 318 


in Pennsylvania's 
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third market 


WDAU-TV 


dominates! 


ae tes. 









_ - Si ares 


AUDIENCE SHARE 


WDAU-TV. . 39.3 
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Here .. . in the Scranton-Wilkes Barre market ... THIRD LARGEST IN THE THIRD LARGEST STATE... 
from the area’s highest tower, WDAU-TV’s dominant position is established beyond all doubt. November, 
1957, ARB again proves by a substantial margin that WDAU-TV is your best buy.* 


The big station with the big programs serves Scranton-Wilkes Barre and 52 communities, each with a popu- 
lation of 5000 or more. WDAU-TV covers 19 counties in Northeastern Pennsylvania . . . sells 1,500,000 people. 







WDAU TV channel 22 in Scranton-Wilkes Barre 


@ cas Television for Northeastern Pennsylvania 


*Call your H-R Television Representative 
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ELUSIVE RAINBOW 


Color tv’s pot of gold is there, but 
when it will be reached is uncertain 


42 IMPACT OF COLOR 
Advertisers and agencies agree that 
all multichrome lacks is an audience 


45 COLOR LABORATORIES 
Processors of tinted film are ready 
to handle it in bulk for television 


46 DO CHILDREN WATCH ADULT WESTERNS? 
A survey by The Pulse, Inc., reveals 
they make up a third of the audience 


48 OPERATION SNACK WAGON 
Novel promotion plan rewards viewers 


of ABC-TV shows with free “vittles” 


DEPARTMENTS 


15 Publisher’s Letter 


Report to the readers 


19 Letters to the Editor 


The customers always write 


25 Tele-scope 
What's ahead behind the scenes 


29 Business Barometer 
Measuring the trends 


33 Newsfront 
The way it happened 


51 Washington Memo 
Tv and Capitol Hill 


52 On Film 
Roundup of news 


55 Spot Report 
Digest of national activity 


77 In the Picture 


Portraits of people in the news 


78 In Camera 
The lighter side 














OF ALL 
TV HOMES 
IN THE 


WILMINGTON- 
PHILADELPHIA 
AREA 


ARE WITHIN 


VOR’ 


OF CHANNEL 12's 
NEW TOWER 


iif 4 
TV 


WILMINGTON + PHILADELPHIA 


*Trendex Survey, backed by Storer Engineering Co. Survey 
Call Lew Joh n, Sales Meneg 
Philadelphia, LOcust 8-2262—er 
your nearest Ketz Agency office 
—fer the best buys in VUE! 
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Like Ted Bates & Company, whose timebuyers are the industry’s 
largest purchasers of spot television. Naturally, they’re experts. 
At Ted Bates, each market is carefully analyzed to determine the 
most effective television station. Data from the agency’s own 
research department are checked and re-checked, as are market 
and station facts furnished by CBS Television Spot Sales. 


The outcome? During the past year, the Ted Bates timebuyers 
bought spot schedules on WTOP-TV, Washington, D.C. for eleven 

of their clients... major clients like American Chicle, Anahist, 

Brown & Williamson Tobacco, Colgate-Palmolive, Continental Baking, 
Minute Maid, Standard Brands and Whitehall Pharmacal. 


Good spot to be in, say Ted Bates and 364 different national spot 
advertisers currently placing campaigns on the 13 stations and the 
regional network represented by... 


CBS TELEVISION SP@6T SALES 


wcss-Tv New York, wuctT Hartford, wcau-tv Philadelphia, wrop-Tv Washington, 
WBTV Charlotte, wBTW Florence, WMBR-TV Jacksonville, wxtx Milwaukee, 
WBBM-TV Chicago, KGUL-TV Galvesten, KSL-Tv Salt Lake City, KoIN-TV Portland, 
KNXT Los Angeles, and THE CBS TELEVISION PACIFIC NETWORK 








both of these 
fine rating services 
now substantiate it... 


WFAA-TV 


DALLAS 


is definitely the 
NEW LEADER! 


Y Monday through Friday when all 
| 4 stations are on the air: 












WEAA-|-TYV delivers more total quarter hour 


leads than any other station! 


WEFEAA-TYV is undisputed leader by a big mar- 
gin from 3 P.M. until 10 P.M.! 


WEAAS|TYV is viewed by more people from 


noon until sign-off than any other station. 





Call your Petryman for 
the complete story! 


WFEAA-TV Cael B 
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(Advertisement) 


“This One’s On Us’”’ 





We're not goof-proof—even though we have the finest and 
ablest people in our operating positions. Sometimes the grem- 


lins run riot, and we mess up someone’s spot. 


But here’s the BIG DIFFERENCE—you don’t call us- 


we call you. 


Our proudest possession is the complete confidence and re- 


liance our clients and viewers place in us. 


To this we’re totally committed: if there’s any question of 
poor execution—if it’s anything short of perfect—we run a 
makegood or issue a credit—you have the choice. In any 


event you know about it first. 


Leo Blum of Blum & Bruce Agency in Columbus, Ohio, 
said recently to a client: “It’s never necessary to monitor 
spots on WNDU-TV—those people are more critical of their 
own handling of commercials than we at the agency would 


ever dare to be.” 


Your money buys full measure with us. 
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to life in living color on the NBC television network 








This recent letter to 
WROC-TV speaks for itself. 


““We'd like to tell you about 
the success we have had on 
WROC-TV with Trudy McNall’s 
Home Cooking Program. 
“About a year ago we launched 
NANCE’S MUSTARD SUPREME, 
a pouring mustard. For several 
months distribution was spotty 
and retail turnover slow. 


here’s how to 


“In April we purchased one 
one-minute spot per week on 
Trudy McNall’s program, plus 
radio spots on two stations. 
Distribution was immediately 
achieved through all chains, and 
in a matter of weeks the 
previously reluctant independent 
stores came into line. Four weeks 
proved that Trudy McNall was 
the primary factor in our success 
and all other advertising 

was dropped. 

“Our local distributor reports 
increases in sales of NANCE’S 
MUSTARD so far this year at 65%. 
One local chain has more than 
doubled its business. 

“Our sales prove that this program 
is at least the equivalent in 
impact of shows with ratings 
many times greater. Trudy 
McNall really sells her viewers.*”” 


je Manat 


NANCE DELMARLE CO. 
*So say dozens of other advertisers, too. 


MORE SPONSORS CHOOSE 
WROC-TV BECAUSE 


* 274% more homes reached 
daily than the other Rochester 
channel (NCS #2) 

* Greatest power 

* Unsurpassed local programming 
and personalities 

* Stable labor market with one 
of the highest per capita incomes 
* Best merchandising, best 
advertising results 


Represented by Peters, Griffin, Woodward, Inc. 


~ a 
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A TRANSCONTINENT STATION 


WROC-TV, Rochester WGR Radio, WGR-TV, Buffalo 
WSVA Radio, WSVA-TV, Harrisonburg 


sell in Rochester ! 









WROC-TV 


NBC-ABC-Channel 5 
Rochester, N. Y. 
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Letter from the Publisher 


An Increased Service 


In acquiring the tv section of The Billboard there are two sig- 
nificant factors that are important to our readers. 

The Billboard had developed an important niche in the tv busi- 
ness—especially in the area of tv film. By taking over this service 
TELEVISION AGE will, in effect, increase and intensify this service 
to the tv industry. 

As the only publication in the country devoted exclusively 
to television, TELEVISION AGE is in the position to cover every 
facet of the tv business. Therefore the acquisition fits in with 
our over-all editorial objectives. Television is a complex business. 
Its complexities can be fully analyzed only in a publication de- 
voted exclusively to this industry. We live in an age of specializa- 
tion, and tv is a highly specialized art. 

Starting with the issue of March 24, we will publish Audience 
Composition Tables of syndicated film, city-by-city ratings of syn- 
dicated and feature-film shows, top syndicated shows by categories 
and several other important basic features. We will shortly have 
an announcement with respect to TV Availabilities, which were also 
acquired with the tv section of The Billboard. 

The Annual Promotion Contest which Billboard has sponsored 
for the last 20 years this year will be co-sponsored by the two 
publications. The results of the competition will be announced in 
the TELEVISION AGE NAB Convention Issue of April 21. 

We want to thank Roger and William Littleford, publishers of 
Billboard, and Sam Chase, editor, who have given our staff valuable 
counsel on the editorial direction of the Billboard facilities in tele- 
vision. Their know-how and experience has been of invaluable aid 
in setting up a smooth transition and adaptation of their important 
basic tv serviees. Out of the acquisition will emerge a TELEVISION 
AGE broader in scope, intensified in coverage and even more useful 
to every segment of the television business. 


The FCC Report 


The FCC Report on 1956 financial operations with the tv in- 
dustry reveals some interesting sidelights. The largest category 
of net income to stations is the sale of time to national and regional 
advertisers. This amounted to $281,200,000 in 1956. This figure, 
which, of course, will be considerably higher in 1957, is an im- 
portant indicator that the largest area of potential revenue for 
stations is in the direction of national and regional advertisers. This 
does not mean that the efforts in the direction of local advertisers 
should be diminished. It does clearly emphasize, however, that the 
national advertisers represent a stable, important and ever-growing 
category of business, and there are many areas of national adver- 
tisers who have yet to be introduced to the benefits of tv. 

These represent an important potential source of revenue that 
will have to be aggressively sold on television in the months to come. 


Cordially, 


Ly. Veet 





CHANNEL 4-SIG 





You don't have to be a Sher- 
lock, nor do you need a glass 
to magnify the resultant effect 


great Golden Spread. 


More than 100,000 TV sets in 
a@ vastly healthy and wealthy 
market. 


Power: Visual 100 kw 
Aural 50 kw 


Antenna Height 833 feet 
above the ground 
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THE RCA VIDEOT. 


FOR COLOR 
AND MONOCHROME 


Combines the Picture Quality of Live Presentations 
with the Storage and Rerun Benefits of Film 


Immediate Playback 


No processing involved. Rerun immediately. Use 
as often as desired. Store program material for 
use at any time. 


Sound Monitoring and Dubbing 


Sound monitor head provides simultaneous play- 
back during recording. Separate sound erase head 
permits dubbing and re-recording without disturb- 
ing picture infermation. 


Operating Convenience 


Special operative instructions can be recorded 
along with picture information, thanks to inde- 
pendent cue channel. A tape footage indicator 
provides precise cueing reference. Both local and 
remote controls are included. 


Built-in Erase Head 


Built-in head completely erases tape prior to 
recording. It is de-energized in playback. 


Air Lubricated Tape Guides 


New design tape guides precisely control the tape 
path. Air lubricated and virtually frictionless, they 
permit control of lateral positioning without dis- 
tortion of tape edge. 


Handles Color and Monochrome 


Records and reproduces all standard video signals, 
color or monochrome, with equal facility ... 
Available also for monochrome only. The ability 
of the RCA Video Tape Recorder to handle both 
color and monochrome program material with 
excellent results makes it a useful facility for 
television stations. 


Orders are being accepted now. You can get the whole story from 
your RCA Representative. Or write for descriptive literature. 
In Canada: RCA VICTOR Company Limited, Montreal 
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RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 








APE RECORDER 














CONTROL AND CUE TRACKS 
—_—__" 


Close-up of RCA Video Tape 
Recorder as viewed by Thomas 
E. Howard, Vice-President, 
WBTV and E. C. Tracy, Mana- 
ger, RCA Broadcast and Tele- 
vision Equipment. 


SOUND AND PICTURE TRACKS 
ON VIDEO TAPE 


This is a magnified view 
(23%4X) of a small piece of 
recorded 2-inch video tape. 
It has been treated to make 
the recorded tracks visible. 
Picture information is recorded 
in transverse lines. Program 
sound is recorded longitudi- 
nally along the left edge. 
Servo control and cue infor- 
mation are recorded longi- 
tudinally along the right edge. 
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lt seems there's a new champ born with almost every rating book in Dallas/Fort Worth. Only 
= one fact is constant... It's the tightest four-station market in America! Right now we’re first 


SD with 27.7 per cent* share of audience. (Sign on to sign off Sunday through Saturday.) The fourth 


ay station trails by a mere 3.4 per cent... So who wants to argue? 
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High-rated nighttime minutes now available delivering a top family audience of 2.84 (average) 


ay viewers per set — 12 per cent more than nearest competitor! 


2 Dallas/Fort Worth combined ARB. January, 1958. Ask efain-tv 


or Joe Evans, National Sales Manager 
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Phillips-Van Heusen 
. . « I think that you caught the 
story well and that the manner in 
which it was written makes it news- 

worthy. 

S. J. PHILuips 
President 
Phillips-Van Heusen Corp. 
New York City 


. . . the Van Heusen article . . . is 

a magnificent piece of reporting . . . 

thanks for this excellent editorial cov- 
erage. 

Rosert J. Mour 

Director of Advertising & 

Sales Promotion 

Phillips-Van Heusen Corp. 


. . . The article is extremely well 
written, and all of us here are de- 
lighted with it and the prestige it 
lends to our corporate name. 

STANLEY C, GILLETTE 
Vice President in Charge of Sales 
Phillips-Van Heusen Corp. 


Business Getter 


I have been an ardent reader of 
TELEVISION AGE for quite a few years. 
Not only are your articles interesting 
and informing, but there have been 
several things that you have featured 
that have actually helped me in ob- 
taining new business. 

Jack N. Prewitt Jr. 
Vice President 
Hanford & Greenfield 
Rochester, N. Y. 


LN&B Profile 
. the fine article on LN&B is 
deeply appreciated. . . 
C. K. LILier 
Liller, Neal & Battle 
Atlanta, Ga. 


Entertaining Public Service 

... A most interesting article (“Pub- 
lic Service,” Tv AGE, Jan. 13). Like 
other broadcasters, we feel public-ser- 
vice programming can be entertaining 
and of high production calibre—as 
well as informative. We appreciate 


your awareness of the industry's ef- 
forts in this field. 
CLarK B. GEORGE 
General Manager 
KNXxT Hollywood 


Interviews Can Be Boring 

I’m writing you on behalf of a 
number of folks at WFBM-TV to com- 
pliment you on your recent excellent 
presentation of television news. This 
article was interesting to us because 
it shows the maturity of television 
journalism, and it gave us a chance 
to compare our own news operation 
with other television-station news de- 
partments. 

Our tv news director, George Mor- 
rison, points out that while most sta- 
tions seem to be content with an av- 
erage of seven lecal items per news- 
casts, we now average 10. George also 
comments on the problem of long, 
boring sound-on- film interviews. 
George has pretty well licked this one 
by using portable sound equipment, 
by advising the subject ahead of time 
that he must limit his remarks to less 
than a minute, by skillful and care- 
ful editing of the resulting film and 
by keeping the subject on the line of 
interest. 

Joun F. Hurisut 
Public Relations Manager 
wFBM-Tv /ndianapolis 


New Booster 


I am enclosing a money order for 

a two year subscription to Tv AGE. I 

was more than pleased with the De- 

cember 2nd issue which | received . . . 

] just wanted a complete list of tv 

stations for my own personal use; 

however, I found that it was a tre- 
mendously interesting magazine. 

Neit A. DaRUE 

Jacksonville, Fla. 


Keeping Up 
I am teaching a course under the 
Journalism Department of Iowa State 
College . . . “Radio and Television 
Advertising.” Some of my associates 
in the industry have worked desper- 
ately over the years to keep current 
text books in this field. However, the 
printing presses do not move as fast 
as does the industry. 
To each of my classes I advise 
that a knowledge and consumption of 
(Continued on page 22) 








773 


IN 
REYNOLDS, GA. 
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ENOUGH 
FOR 
$10,000 
WEEKEND 
SALES 








Here’s the full story, as written by 


Ed Goddard, of G. H. Goddard & 
Son, Reynolds, Ga. 


“If you had a Harvest Sale in 
Macon, certainly it did not bother 
us. Our sale was most successful 
and | am sure the credit is due to 
your fine staff at WMAZ-TV and 
to “Uncle Ned” and his salesman- 
ship. 


“We had people . . . from Perry, 
Dublin, Montezuma, Oglethorpe, 
ideal, Macon, Butler, Geneva, How- 
ard, Warner Robins, Fort Valley 
and many other places. When asked, 
their reply was “! saw Uncle Ned 
on TV” ... In a town where we 
have only 773 Post Office box hold- 
ers both city and rural we did a 
volume in excess of $10,000 on Fri- 
day afternoon and Saturday. In my 
opinion that is good business.” 


MACON . GA. 


NATIONAL REP. 
AVERY-KNODEL, INC. 
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ZIV; NEW, ALL NEW HALF 

















NEW STARS EVERY WEEK! 


Your viewers will see and thrill to a 
galaxy of stars hand-picked for their 
great performances on TARGET! 


Howard Duff, Marie Riva and Sidney 
Blackmer star along with names like 
Bonita Granville, Lola Albright, Skip 
Homeier and many more. 






HOWARD DUFF and | 
MARIA RIVA star | 

in “Breaking Point” 

on TARGET. 

















EXPLOSIVE 


DRAMAS, 


AIMED AT THE 
EMOTIONS OF 


YOUR 


VIEWERS. 


TARGET IS 
ALL IMPACT! 


Everything viewers look 
for in engrossing TV fare! 


. TARGET 
HAS 
THEM 








ADOLPHE | 
MENJOU 


ALREADY BOUGHT BY: 


OLYMPIA DREWRYS 
BREWING BREWING 
* Chicago 
*D 





Letters (Continued from page 19) 


current periodicals is now and will 
be for a long time to come the best 
source for becoming acquainted with 
advertising. 

I feel that my students should be 
apprised of everything in your mag- 
azine so that when they graduate and 
enter radio and television advertising 
they will automatically be accustomed 
to your resources. 

I would consider it a favor if you 
would send me eight copies of a back 
issue of your magazine. 

Ropert C. MULHALL 

General Manager 

WOI-TV-AM-FM Ames, lowa 

Note: Eight copies of our Dec. 30 issue are 
on their way to you for use in your classes. 
As to other material, we would suggest the 
~ two volumes of Source Book of Success 
Stories in Tv Advertising which we have 
published as excellent for this use. While 
these books are $5 for the set, we are making 
a special group offer to six or more students 
in the same school by which the student 
would receive the Source Books free with a 
subscription. Student subscriptions are $5, 
as compared with $7 for the regular sub- 
scription. With the Source Books as a pre- 


mium, the student would be receiving a $12 
value for $5. 


Success Stories 
We would like to order 30 reprints 
of “Auto Dealers Success Stories,” 
series number 33. 
PauL SWIMELAR 
Local Sales Manager 
KOMO-TV Seattle 


We found the article entitled 


“Candy and Confectionery Stores” in 
your December 30th issue to be ex- 
tremely interesting. 

Referring to paragraph 6 on page 
38 that reads, “Last year makers of 
confections. . . .” 1 would appreciate 
it very much if you will tell me if 
the words “last year” refer to 1956 
or 1957. Your reply to this question 
will clarify the year referred to in 
the start of the next paragraph. 

I think your magazine is “tops.” 

W. N. Davipson 

Account Executive 

Aubrey, Finlay, Marley & Hodgson 
Chicage 


Note: The year referred to is 1956. 


Please send us six copies each of 
all your Product Group Success Stor- 
ies and add me to your mailing list 
for future reprints in this series. 

DonaLp P. DICKERSON 


Commercial Manager 
KMID-Tv Midland 


Co-Op Reprints 
Would you please send me a re- 
print of the Tv AGE listing of co-op 

advertisers ? 

J. E. MILier 
Turtle Wax Plastone Co. 
Chicago 
Note: Reprints of the co-op advertiser list- 
ing are still available. Those interested may 


address Reader’s Service, Tv AGE, 444 Madi- 
son Ave., N. Y. 22, N. Y. 





Television Age 


() I enclose payment. 





Please enter my subscription for TELEVISION AGE and the 1957 
Yearbook. As a free premium with my subscription I will receive 
a copy of the Source Book of Success Stories. 


[] one year 
[] two years $12.00 


444 Madison Avenue 
New York 22, N.Y. 


$7.00 











One 
too many 
villains! 


Poor fellow. Poor fellow, indeed! 
He’s only embarrassed. . . the show's 
climax may have been ruined! But, 
stop a moment. The scene can be 
saved. All it takes is a snip... if it's 
on film. 

This is only one of the ways film 
helps. Because you see the show 
before you show it, you're always 
in control of what's said, what' 
done! In control, too, of time a 
SfolilelaMiniceltle lel minl-macl iam 

Use black-and-white—or color .f 
there's an Eastman Film for eve 
purpose. 


For complete information write to: 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Ave., New York 17, N.Y 


Midwest Division 
130 East Randolph Drive, Chicago |, Ill 


West Coast Division 
6706 Santa Monica Bivd., 
Hollywood 38, Calif. 


or 


W. J. German, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Films 
Fort Lee, N. J.; Chicago, Il.; 
Hollywood, Calif. 


Be sure to shoot 
in COLOR... 
You'll be glad you did. 




















Basic CBS Radio 
7 
TV: Channel 5 


Radio: 810 Ke. 
FM: 94.9 Meg. 
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KCMO “x 
radio - FM 
Broadcasting House, KCMO’s new communications center, is the 


newest and one of the most modern facilities of 
its kind in the United States. 


In spirit, in design, in technical resources, Broadcasting 
House and the gigantic KCMO tower represent the Electronic 
Age at its height. KCMO brings Kansas City its only complete 
broadcasting service—radio, television—in live color and 
black and white—and FM. KCMO éxercises far-sighted 
community leadership in family programming, public services 
and award-winning radio-TV journalism. 


KCMO means towering progress—for you and for Kansas City. 


@ KCMO-TV's “eye-full” tower is the tallest self-supported tower in the 
world. Stands 1,042 feet above ground. Gives KCMO-TV greater 
range than any television station in Mid-America. 





Studios in Broadcasting House contain some of the newest and 
most elaborate equipment in the U. S. This is television 
studio “A”. It is typical of KCMO’s modern facilities. 


4 
a) 7 





This is the new electronics center from which all KCMO broad- 
casts emanate. KCMO-Radio’s 50,000-watt signal makes it Mid- 
America’s most powerful station. It’s heard in parts of 4 states. 


Ties &§ Gardens and Successful Farming Magazines 














usr ants ecme vat come BELG*SCO 





Holsum Color Spot 

Joining the ranks of television advertisers using filmed 
color commercials is Holsum Bread, according to David R. 
Hayes, tv-radio director for the W. E. Long Co., Chicago. 
Holsum spots are placed for 12-month schedules in approxi- 
mately 35 markets and are presently concentrated in prime 
evening availabilities. New films, usually half animation 
and half live action, are produced every 13 weeks. One 
color series is set to run shortly. An additional live-action 
series has also been shot and will be held for future use. 
The bread spots will be seen in most of the southern 
markets and in scattered others throughout the country. 


Technicolor Woos Warner 

Warner Bros., which has handled its own film processing 
in the past, is reported to be negotiating with Technicolor 
to take over this chore in the future. A decision is expected 
momentarily. 


German Car to Use Tv 

A series of brief introductory campaigns for the Heinkel, 
a German-made one-cylinder car, is expected to begin next 
month in Oklahoma, Mississippi, Louisiana, Texas, Florida, 
Arkansas, New Mexico and Nevada. Markets used will be 
those where conditions indicate a need for a low-cost 
(under $1,100), economical second car. Exact starting 
date depends on completion of 60-second films now in 
production and importation of sufficient cars to meet 
demand. Hedrick & Johnson, New York, is the agency, with 
Paul Hedrick handling the account. 


Year’s Rate Protection 

Storer stations’ announcement of a one-year guaranteed 
rate protection for WJBK-Tv Detroit, wyw-tv Cleveland, 
wspp-Tv Toledo and waca-Tv Atlanta will probably bring 
similar guarantees from other stations not only in the 
Storer markets but in other major cities as well. Current 
general practice in the industry is to extend six-month rate 
protection to advertisers. 


Deodorant Campaign 

Television figures in the BBD&O plans for Trig, a new 
men’s roll-on deodorant from Bristol-Myers Co. Both: na- 
tional and local spot announcements will be used as part 
of a heavy ad campaign starting in March. Ed Fieri is the 
timebuyer. 


Neet and New Product Drive 

Neet depilatory, a product of Whitehall Laboratories di- 
vision of the American Home Products Corp., along with a 
new product being developed, will have advertising handled 
by Lawrence C. Gumbinner, Inc., New York. The public 
campaign for Neet will begin about May 15 and will “un- 
doubtedly” include television. The unnamed new product 


will undergo testing before any full-scale campaign, and 
exact media plans are vague. Paul Gumbinner is the agency 
radio-tv director. 


Ford by a Photo Finish 

Although Ford and Chevrolet finished the 1957 sales 
race virtually neck and neck, Ford nosed out its competitor 
by 1,493,617 cars to 1,456,288, according to R. L. Polk 
& Co., the automobile company’s statistic-gathering agency. 
Ford’s victory pleases television spot boosters, since the 
company made heavy use of the medium. TvB estimates 
place Ford spot expenditures at $2.4 million during the first 
nine months of the year. 


Insurance Firms Try Tv 

Interest from the insurance field in television advertising 
seems to be growing in recent weeks. Following reports 
that New York Life had conducted a brief test comes word 
that the National Association of Insurance Agents will 
shortly start its first spot campaign. Vince Coryell, tv-radio 
director at Doremus & Co., New York, stated exact schedule 
plans are indefinite at this time. 


‘Romper Rooms’ Hit New Peak 

The nationally syndicated children’s show, Romper 
Room, created and packaged by Bert Claster Productions, 
of Baltimore, has now spread to almost 50 markets, a new 
high for this pioneer effort in the little-explored field of live 
syndication. Originally conceived in 1953 by Bert and 
Nancy Claster and tried out on a sustaining basis over 
WBAL-TV Baltimore, Romper Room is now aired on WJZ-TV 
in the city of its birth, with replicas of the show, all pro- 
duced and controlled by the Clasters, programmed on 48 
other stations throughout the country. The influence of 
such children’s programs on their young viewers, and the 
moppets’ influence, in turn, on their parents to purchase 
the products of the sponsors of these shows will be detailed 
in the lead story of TV AGE’S next issue (March 10). 


Network Billings Up 

December network billings were up 11 per cent, accord- 
ing to TvB president Norman E. Cash, adding that the 
“rate of increase has continued” in January. Mr. Cash 
predicts new tv billing highs in 1958. 


Star-Kist to Burnett 

Star-Kist Foods, Inc., California packer of seafood 
products and consistent video advertiser in spot and syndi- 
cated film buys, is moving its account to Leo Burnett Co., 
Inc. The Burnett Hollywood office will handle schedules in 
a move designed “to apply all possible strength to Star- 
Kist’s continued marketing success.” Honig-Cooper Co., 
San Francisco, will continue to service Star-Kist until the 
first of June. 
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When CNP rolls on a railroad-building series, it doesn’t play choo-choo train with 


Toonerville Trolleys, it makes tracks for the real thing —UNION PACIFIC! 


All outdoors isn’t big enough to hold a series like UNION PACIFIC. In addition to 
the breathtaking scenery that lines the actual Omaha-to-Ogden route, we’re using 
the mammoth MGM Culver City Studio, with its own towns, rail line—even a 


home-grown river. When we spin a saga of the West, we spare no expanse! 


Since we’re in the railroad-building business, would you like to look at our line? 


NBC TELEVISION FILMS—A DIVISION OF CALIFORNIA NATIONAL PRODUCTIONS, INC. 
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change... 


A dollar isn’t “small change” these days. 


Particularly a television dollar. Every single one "Pe tes Sar. a 


of them is getting harder to find. And every single *s 
one of them now has to work like crazy. ‘ 
So the following sixteen words are very important: 

ADC Television’s average nighttime cost-per-thousand, 

per con mercial minute, is the lowest of all three networks!* ° 
How low is “‘lowest’’? The exact figure is $3.07, with those other : 
networks trailing along with $3.19 and $3.68. That’s a figure that’s low 

enough to make a difference of more than $320,000 to an advertiser who buys - 
52 weeks of alternate Class A half hours ...or a difference of more than $470,000 
to one who buys 52 weeks of weekly Class A half hours. 


Gentlemen, let’s face it. With programming and coverage what they 

are today, the big difference between competing networks is in the 

value they deliver for a dollar. One offers the least value. 

One offers a little more. But only one offers advertisers ; 
the most value. Today, that network is . 


ABC TELEVISION . 





*Source: Nielsen, December, 1957 











Business barometer 


The network billings gain in November was the biggest for the month since 
November 1953, the first year in which the exclusive Business Barometer 
survey was conducted. 





November 1957 showed a gain in network business of 4.8 per cent over that in 
October. 





This may be compared with a 2.4 per cent gain in 1956, 3.5 per cent increase 
in 1955 and 4.6 per cent gain in 1954. The increase in November 1953 
was 6.6 per cent. 





These encouraging November figures follow a record-breaking 18.8 per cent 
increase in October. This increase was an all-time record for the net- 
work category in the 
five years that the 
Business Barometer 
has been in operation. 








NETWORK BUSINESS 


Nev De« Jan. 57 Feb Mar April May June July 


As the chart indicates, the 
record for net- — 
work business in 1957 ajar 
has been markedly 1956-57 oe 
different from that in a 
1955 and 1956. Those nie 
two years were roughly e 











comparable, while eer ee 

1957 has followed a 

course which was eer ' 

strictly its own. a 
1954-55 , 





January showed a drop of 4.8 ~ 
per cent in 1957 while | - 
February showed a de- | A 
cline of 6 per cent. = 

The same months in 

1956 showed a gain. 





March gained 9 per cent, April dropped 4 per cent and May gained 4 per cent, a 
course which followed closely the course set a year earlier. 





June dropped 7.3 per cent, July 4.8 per cent, still closely following the 1956 
path with the line on the chart coming closer and closer to that set a 
year earlier. 





In August, for the first time, the 1957 line——with a gain of only 1.7 per 
cent——dipped under the 1956 line, and barely recrossed it in Septem- 
ber, with a gain of 1.6 per cent. 











The spurt upward started in October. Most of this vigor may be attributed to the 
increase in business at ABC-TV, which in previous years has had much 
smaller total billings. 





The Business Barometer report is based on figures sent in by stations of every 
size in all parts of the country. Forms are sent to the stations by 
TELEVISION AGE and are returned to Dun & Bradstreet. That firm prepares 
the percentages which are furnished to the editors of the magazine. 


The editors and their advisers prepare the reports from these percentages. The 
general acceptance which the reports continue to receive from both in- 
dustry and other quarters testifies to their record for accuracy. 





A report on December local and spot billings will be included in the March 
10 issue of TELEVISION AGE. 





February 24, 1958, Television Age 29 











~ 
> 
= 


Program series 


now available: 


A mos *n’ Andy 
Annie Oakley 
Assignme nt Fore wg? 
Brave Eagle 
Buffalo Bill Jr 
Cases of Eddie Drake 
Champion 
Colonel Flack 
Fabian of Scotlar 
Fire Fighters 
Gene Autry 


The Gray Gho 


Our Miss B 

San Fray 
Terry 

WW 

V/ y 
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We'll help you. 





If the time’s ripe for aggressive action...if you 
want to start a sales campaign that’ll wallop your 
competition, contact us pronto. We are uniquely 
equipped to custom-produce a hard-hitting sales 
campaign for you. 


Fact is, we’ve been starting new television trends 
for years. We originated the first Western series 
made for television (Gene Autry) ; the first and 
only Western with a female star (Annie Oakley); 
the first “documentary” service show ( Navy Log); 
the first air-age series (Whirlybirds) ; the first 
Civil War series (The Gray Ghost). And there are 
more pace-setters in production right now. 


Maybe one of our current or upcoming program 
series will fit your aggressive sales plans. If not, 
we'll produce one that will. The point is, when you 
want to start something, start with a call to... 


‘ \ CBS TELEVISION FILM SALES, INC. 





‘*... the best film programs for all stations” @ 























Henrietta sees Red 
and puts a $1,000,000 film library to work! 


Timebuyer Henrietta Hickenlooper picks WJAR-TV because WJAR-TV has 
a corner on quality feature films in the Providence market — the cream of the 
crop from 20th Century Fox, Warner Brothers, Selznick, MGM, RKO, Colum- 
bia, United Artists! 






~ In the PROVIDENCE MARKET 


WJAR-TV 


1s cock-of-the-walk 
in feature films! 


(a 
a 


TT TTT * 


CHANNEL 10 + PROVIDENCE, R.I - NBC-ABC - REPRESENTED BY EDWARD PETRY & CO., INC. 
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THE WAY IT HAPPENED 





25 pioneer net programs still on air... page 33 


Station takes ‘Sea Hunt’ seriously .... . page 33 


Durgin answers network cost critics... . page 35 


Program Longevity 


In 1953 network television had 
aired 118 shows. In 1954, 77 of those 
early offerings were still on the air. 
Sixty of them returned in 1955 and 
42 in 1956. 

Twenty-five of those pioneer entries 
were still on the air last fall. 

By contrast, 41 shows premiered on 
nighttime network in 1956. Only 15 
were back on the air for the °57-’58 
season. 

The longevity of tv’s early efforts 
turns up in an A. C. Nielsen study 
on the lifetime of regularly scheduled 
30- and 60-minute network tv program- 
ming. Reaching back to 1953, the 
study shows what’s new and what’s 
old on network tv, how many shows 
return for a second and third year 
and the types of shows they are. 

Also shown is the over-all coverage 
and audience growth during the five- 
year span, °53 to °57. In °53, the 
average audience for a nighttime net- 
work show was 23.1 per cent of the 
tv homes. The average audience in 
1957 was 21.6 per cent. But, says Neil- 
sen, “Because the rapid growth of tv 
has offset increased network competi- 
tion, although the average rating level 
has dropped, homes reached have near- 
ly doubled from 1953 to 1957.” 

There were 25,040,000 tv homes in 
53. There are now 41,200,000. Tv 
ownership—total U. S. homes—has 
increased from 53.7 per cent to 82 
per cent. 

The study breaks down current net- 
work nighttime tv shows by year of 
origin and type of program. The most 
noteworthy transition shows up in the 
trend of general drama. There are 11 
of them on the air currently. Not one 
originated in 1957 and only one orig- 
inated in each of the three preceding 


years. Eight went on the air in 1953 
or before. 

By contrast, suspense drama and 
western drama seem practically a fad. 
There are 11 of the former currently 
running. Eight originated in 1957. 
There are 14 westerns currently by 
network classification. Nine went on 
the air last fall. 

Situation comedy is still the leading 
category. There are 21 on the air, 
and more were originated in °57 than 
in any previous year (eight). 

Variety shows indicate a sort of 
revival. Fourteen went on the air last 
fall out of 25 that are currently run- 





Vintage Television 


Network shows still on the air that 
originated in 1953 and earlier: 

Adventures of Ozzie & Harriet 

Armstrong Circle Theatre 

Godfrey Talent Scouts 

Burns & Allen 

Dragnet 

Ed Sullivan 

G. E. Theatre 

I Love Lucy 

I’ve Got a Secret 

Jack Benny 

Jane Wyman 

Kraft Theatre 

Life of Riley 

Name That Tune 

Loretta Young 

Person To Person 

Schlitz Playhouse 

Studio One 

This Is Your Life 

U.S. Steel Hour 

Voice of Firestone 

What’s My Line 

You Asked For It 

You Bet Your Life 

Your Hit Parade 


Newsfront 





Milton Berle, Richard Kiley and Nan- 
cy Marchand in a recent Kraft Theatre 


presentation. Kraft is one of tv's old 
timers. 


ning. Four are still on the air from 
1953 or before. 

Quiz and participation seems to be 
a staple, with originations spread 
fairly evenly over the years and 12 
currently running. 

In all, 243 shows 
the air in the years °52 to 56. Sixty- 
four, or 26 per cent, are still on the 


have been on 


air (several shows originated prior 
to °53). 

In those years, 46 general dramas 
were telecast. Eleven _—remain. 
Twenty-three suspense dramas took a 
whirl. Only three are left. Fifty-one 
situation comedies have had a try. 
Thirteen are still around. There were 
49 variety shows scheduled from °52 
to ’56. Eleven are still on the air. Out 
of 33 quiz and participation shows in 


that period, eight are left. 


Shark Bait 


How to get publicity for a new 
show: plunge a tv personality into a 
tank of man-eating sharks, moray eels, 
sting rays and other sinister creatures 
of the briny. 

It may be a little hard on the nerv- 
ous system of the personality. But 


it’s sure-fire audience promotion, says 
KDKA-TV. 

The promotion minds at the West- 
inghouse Broadcasting outlet in Pitts- 


burgh thought long and hard for this 
one. They packed the station’s Big 
Adventure host, Hank Stohl, off to 
Marineland, Fla., for the skin-diving 


(Continued on page 35) 
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In Television Age... 
starting with 

the March 24 issue... 
expanded 

tv film coverage 
incorporating 

the editorial features 
of the Billboard 


tv section. 





Television Age 


The only publication covering television completely. 


34 February 24, 1958, Television Age 

















News 


frolic with the unfriendly fish. 

The stunt was in the interests of 
the new syndicated show, Sea Hunt, 
featuring Lloyd Bridges in skin-diving 
adventures. 

Hank spent several days at the 
Pittsburgh YMCA getting the word 
from professional skin divers. Then a 
four-hour flight from wintery Pitts- 
burgh set Hank, photographer Jim 
Stark and KDKA-Tv executive producer 
Bill McGaw down in sunny old Florida. 

Two hours later Hank and a skin- 
diving cameraman were disporting un- 


(Continued from page 33) 





Hank’s beginning commercial 


der water with the sea beasties. Hank 
had been assured by attendants at the 
massive Marineland tank that if he 
didn’t bother the man-eaters they 
wouldn’t bother him. But in trying to 
give a wide berth to a shark named 
Fierce, Hank planted his foot firmly 
on the back of a passing sting ray. 
And he nearly swallowed his air- 





Shark and Hank eye one another 


supplying mouthpiece when challenged 
by an angry moray eel. 
Hank made the dip twice. The cam- 
eraman shot about 40 minutes of film. 
The film was inserted into several 
shows during the week preceding Sea 
Hunt’s premiere. To back the exciting 


footage, the station promotion men ran 
an audience-participation contest which 
drew several thousand letters. Local 
ad men were feted with a contest, 
“Make Like a Tv Critic.” Prizes in- 
cluded lobster dinners, skin-diving 
suits and cameras. 

On Sea Hunt day, a pair of skin 
divers in full regalia paraded Pitts- 
burgh streets. They handed out sev- 
eral thousand copies of a special tab- 
loid newspaper plugging the show. 

There also were half-page news- 
paper ads and good press coverage. 
In fact, says the station, the Sea Hunt 
promotion has a lot of extra angles 
that should keep the show in the head- 
lines for some time to come. 


Rising Costs? 


The current criticism surrounding 
the rising cost of television got a 
watering-down Don Durgin, 
vice president and national sales man- 
ager of NBC-TV. 

Speaking at the Radio & Television 
Executives Society time buying and 
selling seminar, Mr. Durgin did some 
leveling by comparison: 


from 


“One reason rising tv costs have 
been dramatized while rising print 
costs have been minimized is because 
the circulation (to which all costs 
are hitched and must be related) for 
print media has been very modest, 
while tv's same 
period has been most spectacular.” 

For example, he pointed out that 
from 1954 to 1957 the circulation 
growth of the 
among the top 10 has gone up from 
3,457,000 to 3,955,000—a 14-per-cent 


increase. Average cost increase for 


circulation in the 


average magazine 


space alone during this period was 
plus 39 per cent. 

With newspapers, he said, using the 
nation’s 11 leaders, the gross circula- 
tion increase from 8,522,000 in 754 
to 8,867,000 in °57 represented a rise 
of four per cent. Line rates went up 
10 per cent in the same period. 

“But look at tv circulation—up a 
dramatic 40 per cent from 1954 (29,- 
400,000) to 1957 (41,200,000). Costs 
did go up, but how well they were 
placed and tied to delivered circula- 
tion is indicated by the fact that the 
cost-per-thousand of the average eve- 
ning television program has been de- 
clining, according to Nielsen.” 








PRE-TESTED 


the adventures of 


TUGBOAT 





BRAND-NEW! 
FIRST- RUN! 


Saturday Evening Post 

Over 650,000,000 readers of 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


Metro-Goldwyn-Mayer 


Tugboat Annie motion picture 
feature a box-office record- 
breaker in the top motion 
picture theatres. N. Y. Times 
—‘‘story superior’’—‘‘a box- 
office natural.” 


Chicago Audience Test 
92% of Lake Theatre audience 
rated ““Tugboat Annie’ a TV 
favorite—certified by Haskins 
& Sells, C. P. A. 


CBC TV Network 


R.B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“‘excellent viewing audience” — 
“‘general public, through mail 
and telephone calls, indicates 
strong appeal for every mem- 
ber of the family.”” Tugboat 
Annie outrates such shows as 
Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, 
Disneyland and many, many 
others in Canada network 
markets. 





TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON - N.Y. 22 + PLaza 5-2100 
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Setting the pace... 
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BASIC NBC-TV BASIC NBC 
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Elusive rainbow 


Pot of gold is there, 


but when it will be reached 


hile color may not be as difficult to get off 

the ground as that little Navy project down 
at Cape Canaveral in Florida, it has certainly had 
its problems. 

When 1955 dawned, 13 months after the Fed- 
eral Communications Commission gave the green 
light to tint telecasting, the new medium had 
already made a start. That January there were 
9,700 chromatic tv sets in American homes. 

And while the gains that year were impressive 
—from the 9,700 start to 44,300 at the year’s 
end—they were still small compared io the total 
number of television homes. 

Color boosters felt encouraged at the percent- 


is still uncertain .. . 


1960...1959... 1958 ? 


age of increase, buckled their belts a little tighter 
and continued their drive for color acceptance in- 
to 1956. By the end of the year the total number 
of sets had more than quadrupled, with 175,000 
spreading the color gospel in the nation’s living 
rooms. 

So the campaign continued into 1957 with 
more network and local programming than ever 
before, and a better, less bulky and easier-tuned 
color receiver on the market. 

By the beginning of 1958 there were an estim- 
ated 428,000 multichrome sets in use, perhaps 
not imposing when compared with the 42,310,000 
homes with black-and-white receivers, but none- 
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theless a sales jump of better than a 
quarter of a million within a 12-month 
period, 

Because of this acceleration of color- 
set buying, particularly apparent when 
correlated with figures over previous 
semesters, the adherents of tint tv are 
now predicting that this is the year ia 
which color will really crack through. 

Whether this is the year or not, it 
seems a pretty safe bet that the pot 
of gold at the end of the electronic 
rainbow will eventually be reached. 
Color television, like the Army’s Ex- 
plorer, will in time find its own lofty 
orbit. 

In its physical aspects and propor- 
tions, tinted video has certainly become 
a fact to be considered. Of the coun- 
try’s 496 tv stations, approximately 325 
—65 per cent—are now able to carry 
network programs in color, about 40 
are equipped to originate their own 
local live tint shows, almost 100 are 
set up to handle multichrome film and 
slides. And upward revision of these 





figures is necessary almost monthly. 

From the technical standpoint, vir- 
tually all the bugs in color transmis- 
sion have been exterminated, new- 
model sets are easier to tune, and re- 
ception is reported by close to 90 per 
cent of surveyed color-set owners as 
ranging from good to perfect, the 
only disagreement coming from those 


metropolitan areas where even black- 


and-white images are still not all they 
should be. 

Pigmented programming has kept 
pace with the medium’s technical ad- 
vancement and with the growing num- 
ber of stations capable of transmitting 
a color signal. Even with little help 
from an anemic 1957-58 CBS tint 
schedule of some half-dozen hours a 
month, and with no help whatever 
from a still all-monochrome ABC, the 
viewer with a color receiver is never- 
theless able to put it to almost 1,000 
hours of network use this year, due 
to a 67-per-cent increase in NBC’s 
colorcasting that now accounts for 15 





regularly scheduled chromatic hours 
each week, plus six or more color spe- 
cials a month. 

Additionally, some individual sta- 
tions are now broadcasting a portion 
or all of their local live shows in 
color, amounting in certain instances 
to as much as 10 and 15 hours weekly. 

In these respects, color television is 
a healthy five-year-old. There’s only 
one thing wrong: for all its basic audi- 
ence appeal, for all its tangible progress 
and development, for all its recogni- 
tion by advertisers and agencies as the 
most powerful advertising medium pos- 
sible, tint tv is still suffering from a 
slight case of sales rickets. 

The Radio Corp. of America, with 
an investment in color video that is 
now well over the $100-million mark, 
is, of course, the system’s best friend. 
But after four years of determined 
color-set production, marketing and 
promotion on the part of RCA—half- 
heartedly abetted by a few other manu- 
facturers—the fact remains that the 


Shower of Stars over CBS-TV once a month, with Jack Benny starred, is a regularly scheduled color presentation. 








number of multichrome receivers in 
use today amounts to only a shade 
more than one per cent of the total 
black-and-white sets in U.S. homes. 
Equally inescapable, after sifting 
and weighing all the pro elements of 
stepped-up network and _ local pro- 
gramming in color, simplified set tun- 
ing and greatly increased quality of 
transmission and reception, is the sus- 
picion that the principal villain of the 
piece is price. And not only the original 
price of a color set but the not incon- 
siderable added cost of servicing it. 
RCA Victor color receivers range 
from $495 to $895, definitely a high- 
ticket item in anybody’s lexicon. And 
despite some industry reports that a 
cheaper tube is in the offing that will 
reduce the price of color sets, RCA’s 
technical experts see nothing on the 


horizon now that would make the 





NBC Opera Co. color productions have included La Boheme. . . . 
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present shadow-mask tube obsolete. 
In fact, because of the rising cost of 
labor and materials, the likelihood is 
that there may be some price increases 
rather than cuts. 

RCA’s competitors claim that lower 
prices would be possible if an effec- 
tive one-gun color tube could be per- 
fected to replace the three-gun unit 
currently in use. RCA’s rejoinder is 
that the one-gun tube—which operates 
on the time-sequential principle, send- 
ing one color at a time, but so quickly 
that all the colors seem to appear si 
multaneously—can’t possibly compare 
in quality with its three-gun operation, 
which puts three colors on the screen 
at one time. 

RCA further contends that even if 
the single-gun unit were qualitatively 
feasible, the intricate mechanism and 
wiring in the set that it requires would 






. and Dialogues of the Carmelites. 








nullify the saving which might be 
made possible by the tube inself. 
Whatever the technicalities of the 
one-gun or three-gun systems, the col- 
or-set price of $500-and-up at present 
and for the foreseeable future is quite 
possibly the main stumbling-block in 
the path of an overnight breakthrough 
in mass sales. And, despite good pic- 
ture quality and ease of operation, 
there’s a considerable chip off that 
block in the form of color-set main- 
tenance cost. 
RCA full-service con- 


tract costs the purchaser of a new color 


A one-year 


set about $99.50 for the first year and 
$119 for the second year; a_three- 
month contract is to be had for $39.95, 
but the average new-set buyer feels 
that it’s safer to go the whole hog, at 
least for a year. When added to the 
price of the set, that extra hundred 
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dollars too often is the clincher that 
results in no sale. 

RCA points to statistics which show 
that, in the first 90 days after installa- 
tion, a black-and-white set requires an 
average of two service calls, including 
the initial setting-up call, while a color 
set demands an average of only 2%4 
calls. 

Color tv’s more ardent proponents 
believe that the high price tag hung on 
sets and servicing is a barrier only be- 
cause people won’t spend that much 
while still unconvinced of the perfec- 
tion of tint transmission and the ease 
with which it can be tuned in. 

The optimists base their reasoning 
that cost in itself is not a deterrent by 
recalling what occurred during the 
early days of television. Black-and- 
white sets then sold for $500 to $750, 
and it appeared obvious enough that 
tv was restricting itself to the wealthy, 
or at least the well-to-do. 

In addition, the clarity and the 
power with which video stations now 
transmit were sadly lacking in tv’s 
salad days, and the programming that 
came across those early 10- and 12- 


\ 


Red Skelton (above) and Junior Miss (right) get the tint treatment. 





inch screens was somewhat less than 
fascinating, consisting principally of 
Faye Emerson interviewing some- 
one, or someone interviewing Faye 
Emerson. 

Yet the theory that only those in 
the chips could or would part with 500 
or 750 of them for the privilege of 
looking at not very much of anything 
was thoroughly shattered in the mad 
scramble of the middle class — and 
mostly the lower middle class — to 
buy tv sets. Tint’s cheering section 
believes that the same thing may again 
happen with color today, once Mr. 
and Mrs. John Q. are made to realize 
that chroma transmission and recep- 
tion are infinitely better right now 
than monochrome was a decade ago. 

This hypothesis, the pessimists 
claim, may be all right as far as it 
goes, but it doesn’t go far enough. The 
counter argument is that television 10 
years back was a completely new and 
exciting medium of home entertain- 
ment, so thrillingly unlike anything 
ever before offered that the public rush 
to get in on it, regardless of cost, was 
entirely and understandably natural. 


RCA doesn’t see it that way. The 
problem, as expressed by William E. 
Boss, RCA’s color television coordina- 
tor, is one of exposure, among other 
things. According to Mr. Boss, a Roper 
survey has shown that more than 75 
per cent of the American public has 
not yet seen a color tv set in operation. 
Once people have been exposed to 
a natural color picture, says Mr. 
Boss, they invariably become converts, 
and that in turn is translated into col- 
or-set sales. 

RCA has found that two out of 
three color buyers become that as the 
result of watching tint programs on 
the sets of friends who have them, or 
on the recommendations of friends. 
Home demonstrations, which Mr. Boss 
claims are more effective in secondary 
than in major markets, have also re- 
sulted in two sales out of every three 
homes in which they have been held. 

Exposure isn’t the only factor on 
which RCA people feel a real color 
breakthrough depends. The reluctance 
of most of the other major manufac- 
turers to get behind color and push 
has had, RCA declares, a deleterious 














effect on its own efforts; the combined 
production, marketing and promotion 
endeavor of other companies would be 
a tremendous help to furthering color, 
RCA officials say. 

Last year Admiral, Emerson, Hoff- 
man, Magnavox, Montgomery Ward 
and Sears Roebuck produced color sets. 
Philco and Zenith have been taking a 
dim view of color, and General 
Electric stopped producing chromatic 
receivers last fall. The company’s policy 
is to supply its dealers only on demand. 

GE, however, is conscious enough of 
the inherent potentialities of color 
as the future predominant medium 
of television transmission to have 
developed a new tv color camera which 
is smaller in size than those now used 
and one which the company expects 
will result in better home reception of 
tint programs. 

The general feeling among tv-set 
manufacturers anent color can be sum- 
med up thusly: “When we feel the 
market is ready from a merchandising 
standpoint, we'll go into mass produc- 
tion immediately.” 

Some pro-color industryites (not 
necessarily in the vicinity of 30 Rocke- 
feller Plaza) regard this sort of think- 
ing as an unjustifiable excuse on the 
part of other manufacturers for sitting 
on the sidelines and letting RCA 
carry the ball alone while they wait to 
see what the score is before getting 
off the bench and into the game. The 
color coterie, RCA included, wants 
RCA’s competitors in there pitching, 
promoting and selling the spectrum 
en masse, figuring that such concerted 
action can’t fail to broaden the market 
for color receivers much more quickly 
and easily. 

In all fairness to the other major 
manufacturers, there is a pretty sound 
economic reason behind their unwill- 
ingness to join RCA in actively push- 
ing color tv. A year ago RCA wound 
up losing almost $7 million on its 
overall tint activities, while selling 
only slightly more than 100,000 color 
sets during 1956. An annual loss like 
that may not be a great deal to a 
highly profitable billion-dollar corpo- 
ration which looks upon it as an 





investment in future gains, but such a 
deficit could very well break some of 

RCA’s competitors. 
One of the most formidable of the 
(Continued on page 67) 


Steve Allen is in “living” color weekly. 











“If color is a sales feature of the merchandise itselj—and I think 
we all have ample evidence that it is . . . then color in the tv com- 
mercial renders it more realistic, more palatable, more artistic.” 


C. H. GILBERT , 
Director of Advertising, United States Rubber Co. 


* _.to us itis the difference between still wine and champagne...” 


J. E. MAZZEI 
Sales & Advertising Manager, S. A. Schonbrunn & Co. 


. color commercials have considerably more impact than 


black-and-white . . .” 


‘ A. CRAIG SMITH 
Vice President, Gillette Safety Razor Co. 


“*! would estimate that color commercials are at least three times 
as effective as black-and-white.” 


DAVID R. HAYES 
Director, Radio & Tv, W. E. Long Co. 





“In the age of self-service, it is important, in our opinion, to em- 
blazon the exact appearance of the package in the viewer's 
mind...” 


JACK MULLOWNEY 
Director of Advertising & Merchandising, Green Giant Co. 


**... for the future I consider the use of color a vital and wonder- 
ful thing, which will enhance the power of television even 
further...” 


ah DOUGLAS L. SMITH 
Advertising and Merchandising Director, S. C. Johnson & Son 


The impact of color 























Cc" commercials, when properly 
prepared, are approximately twice 
as effective as black-and-white. 

That broad statement is supported 
not only by Schwerin Research Corp., 
which has been making a detailed 
study of color commercials for the 
past two years, but by some of the 
most knowledgeable advertising and 
agency executives as well. 

In an effort to get first-hand infor- 
mation from companies which have 
had actual experience with color com- 
mercials, TELEVISION AGE has gone di- 
rect to some of the advertisers who 
have pioneered in sponsoring multi- 
chrome programming and who have 
used color to present their companies’ 
message. 

While the reaction is almost univer- 
sally favorable, the endorsement of 
color is in varying degrees, depend- 
ing not only on the type of commer- 
cial, but on the product, the package 
and the audience for which appeal is 
intended. 

Auto makers, with color such an im- 
portant part of their product package, 
have shown particular interest in pre- 
senting their new models in all their 
natural beauty. 

B. R. Durkee, director of advertis- 
ing and sales promotion for the Chrys- 
ler Division, says: “There is no ques- 
tion in my mind about the impact of 
television commercials when they are 
shown in color. Every company in the 
automobile industry appears to be 
critical of its own efforts to show cars 
in black-and-white, and since color is 


one of our biggest selling points, we 
feel certain that a commercial in 
tremendously improves our 
chances to interest a customer. 


color 


“I have particularly noted compan- 
ies which sponsor color shows but 
which, for some reason or other, con- 
tinue to use black-and-white commer- 
cials,” Mr. Durkee adds. “There is no 
better proof in my mind of the terrific 
advantage of color, and I would go 
further in saying that it is poor judg- 
ment to use black-and-white commer- 
cials in a color show.” 

Another comment comes from Jack 
W. Minor, vice president in charge of 
sales for the Plymouth division, who 
says: “There is no question in my 
mind of the tremendous advantage of 
color over black-and-white in automo- 
bile advertising. A quick glance at any 
national magazine should indicate that 
automobiles, fashion and food prod- 
ucts are among the leading fields that 
consider color advertising well worth 
the added cost. Today new cars are 
being sold, and bought, as much on 
the basis of styling as any other 
single feature. And, since consumer 
reaction to styling is primarily emo- 
tional, color can have a considerable 
influence in the final decision.” 

Mr. Minor believes that this is true 
in television as well as in print. He 
points to the advantages that some 
products, such as package foods which 
ordinarily do not change their pack- 
age every year, have in being able to 
make color commercials that can be 
used for a considerable period of 


time. “This means that a well-produced 
color-film commercial can be amor- 
tized over several years, if desired,” 
Mr. Minor adds. He suggests that it 
is possible to “take advantage of the 
limited (color television) audience 
now at virtually no extra cost in the 
long run.” 

This, of course, is not possible in 
the automotive field where “nothing 
is as dead as last year’s film commer- 
cial.” Mr. Minor feels strongly that 
“for those sponsors presently using 
color television in their programming, 
commercials in color are definitely a 
must. To see a black-and-white film 
commercial in the middle of a color- 
cast is indeed shattering and, to me, 
completely dissipates its effectiveness.” 

Food packagers and processors have 
long known the value of color in ad- 
vertising. Several anticipate the extra 
plus which a sizable multichrome aud- 
ience will give to television. 

“It is our feeling that 1958 will be 
the year that color breaks through on 
its own,” says David R. Hayes, tele- 
vision and radio director of W. E. 
Long Co. of Chicago, which handles 
the Holsum Unified Bakers account. 

Mr. Hayes points out that since so 
much of NBC-TV’s programming is in 
full color “we feel that the public de- 
mand will force CBS-TV and ABC-TV 
to support color by the end of this 
year. Great strides are being made in 
the sales of color receivers, and we 
believe the hokum concerning the 
troubles of owning a color tv set will 
be disproved within a short time. 


Advertisers and agencies agree that all multichrome lacks is audience 
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“There is no doubt in our minds about the much greater effec- 
tiveness of color commercials, as compared with black and 
white, in television.” 
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“It can increase the persuasiveness of our commercials through 
added realism, beauty and emotional involvement.” 


RALSTON H. COFFIN 
Vice President, Advertising & Sales Promotion, Radio Corporation of America 





““Most of our commercials deal with interiors, floors and wood 
grains, and so forth, and the finish Johnson products apply can 
be wonderfully stated in color tv.” 





DANIEL WELCH 
Vice President, Supervisor, Johnson’s wax account, : 
Needham, Louis and Brorby Inc. 


... color adds a whole new and exciting dimension to creative 
planning possibilities.” 


JACK R. GREEN 
Associate Media Director, J. Walter Thompson Co. 


“*_ . . there is every indication that viewers prefer color over black 
and white.” 


A. G. WAACK 
Vice President, Director of Advertising, Household Finance Corp. 


FRANK R. NEU 


Director Public Relations, American Dairy Association 


“Color is particularly important in selling bathroom fixtures.” 


R. W. WILLIAMS 
Manager Advertising & Sales Promotion, 
American-Standard Plumbing and Heating Division 


ce 


. . we feel certain that a commercial in color improves our 
chances to interest a customer tremendously.” 





B. R. DURKEE 
Director of Advertising & Sales Promotion, Chrysler Division, Chrysler Corp. 














“Our 1958 campaign empioyed such 
beautifully designed sets and had such 
an air of quality that we felt it was 


worth the extra money to get this par- | 


ticular series in color. We recognize, 
however, that it may be another two 
years before they will reach a large 
enough audience to have the number 
of consumer impressions we would 
like. I might add that we shot black- 
and-white negatives on all of this ma- 
terial as well as color. 

“We have not had an opportunity 
to pre-test these commercials on the 
public, but from the reaction of our 
own people, I would estimate that 
color commercials are at least three 
times as effective as black-and-white. 
We are lucky in this respect, because 
the Holsum Bread package is bright 
orange-red and it the 
screen.” 


dominates 


The ilolsum agency plans to use 
the commercial in theatre advertising 
as well as on television. Mr. Hayes 
credits the film producer, Academy 
Pictures, of New York, with helping 
them to get started in color commer- 
cials. “Moray Foutz, president of Aca- 
demy, and Howard Henkin, sales man- 
ager, liked the concept of our live 
action,” he says, “and offered to pro- 
duce color versions at a nominal addi- 
tional cost. This gave us an opportun- 
ity to get our feet wet, and it pro- 
vided them with valuable footage to 
encourage other advertisers to produce 
their spots in color.” 

The Holsum Bread commercials will 
be shown in color in 15 markets be- 
ginning April 1. Results will deter- 
mine whether future commercials will 
be in color. 

The Green Giant Co., Minnesota 
food packers, became interested in the 
possibilities of color as early as four 
years ago, but it has been disappointed 

(Continued on page 71) 
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Laboratories ready for color 


W ith few exceptions, film-proc- 
essing laboratories in the east 
have adopted a policy of watchful— 
and hopeful—waiting where color 
television is concerned. The present 
situation finds virtually every proc- 
essor equipped to handle color work 
in limitless quantities, with immediate 
service and reasonable prices offered. 

Several factors would appear to 
make this an excellent time for pro- 
ducers to increase the use of color for 
both program films and commercials. 

The cutback in color work from the 
motion-picture industry over the past 
few years has left huge gaps in the 
footage going through the processing 
plants. One such plant, completely 
equipped and capable of processing 
two million feet of 35mm color film 
handling one- 
fourth of that figure. Similar situa- 


weekly, is currently 


tions exist elsewhere, with processors 
admitting it will take gigantic in- 
creases in tv work to take up the 
slack. 

At Consolidated Film Industries, a 
spokesman pointed out the fact that 
“where we made 300 color prints for 
theatrical distribution, for television 
we make one print and a stand-by.” 

Here also, the current prices on col- 
or processing were described as ex- 
tremely reasonable to the producers. 
Present prices were set by the labo- 
ratories when they were handling 
huge volumes of theatrical film and 
are therefore much lower than would 
be expected with today’s reduced 
volume. 

Many of the processors are pre- 
pared to go along with color work on 
very small profit margins—some ap- 
parently willing to accept a “break- 


the 
Processing prices cannot be adjusted 


even” proposition for present. 
upward, they agree, without alienat- 


ing clients, and greater volume is 
necessary to make color work profit- 
able. While color work can be charged 
for at higher prices than black-and- 
white processing, equipment is more 
costly and actual work is more pains- 
taking and time-consuming. 

A majority of the laboratories re- 
port that their color processing has 
increased somewhat in the past year, 
as compared to 1956. In several cases, 
however, this was due to the installa- 
tion of new equipment that enabled 
the company to handle various kinds 
of color film, where previously they 
had been able to work with only one 
kind. Such a 
Movielab Color Corp., where a 50- 
per-cent increase in color processing 


situation occurred at 


this year was largely due to newly 
installed Eastman color facilities in 
addition to the company’s Kodachrome 
facilities. 

Opinions on the reproduction of col- 
or film on the video screen ranged 
from the “pretty fair” of a Lab TV 
spokesman to Consolidated Film In- 
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dustries’ “satisfactory and improving 
monthly.” Several processors declined 
to comment on the grounds that they 
hadn’t seen enough color tv to voice 
a strong opinion, but the majority 
believed there is still room for im- 
provement in colorcasting. 

On increasing the number of color 
receivers in use and thereby creating 
a demand for more color programs, 
most of the processors agreed that 
color-set prices should be lowered if 
at all possible. Another idea advanced 

(Continued on page 73) 
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Pulse survey indicates 


of the audience 











they make up about one-third 




















| t may be adult fare to the producers 
and promoters. It’s kid stuff as well 
when it hits the home. ) 

The Pulse, Inc., has made a special 
study for Tv ACE on the nighttime 
western. Twenty-three shows were 
considered. Youngsters form a sub- 
stantial part of the audience in nearly 
every case. 

At the same time, all of the shows 
except one had more adult viewers 
than children. And while checking the 
audience for size (in years), The 
Pulse also asked the grown-ups what 
they thought of westerns in general 
and whether they would like to see 
more of them or fewer. Since a study 
early last summer, the number of 
persons who would like to see fewer 
westerns has doubled. 

The current survey covered 1,000 
homes in the metropolitan area of 
New York. Interviewers talked to 500 
men and 500 women. 

During the survey week, Jan. 2-9, 
the respondents watched westerns a 
total of 4,347 times. Their children 
watched 2,243 times (question 1). 

Most popular show with the adults, 
by size of audience, was CBS-TV’s 
Gunsmoke, currently number one 
among all shows in the nation. More 





than 40 per cent of the sample had 
seen it. 

The big favorite with the kids, by 
the same standard, was Maverick, the 
hour-long Sunday offering of ABC- 
TV. Children in 21 per cent of the 
sample homes had seen it. 

The one show that had a larger 
audience of kids than adults was 
Sheriff of Cochise—and that was by 
the slimmest of margins. There were 
144 kids in the rating-week audience 


and 143 adults. 

















There were several shows with a 
predominantly adult audience. For 
example, the adult favorite (by size 
of audience), Gunsmoke, was seen by 
kids in only 12.4 per cent of the 
homes. 

Four new NBC-TV oaters had big 
adult audiences compared with the kids 
viewing. Restless Gun had 22.1 per 
cent of the adult sample, against view- 
ing by 10.1 per cent of the homes 


with kids. Wells Fargo was seen by 
27.1 per cent of the adults and only 
13.3 per cent of the kids. The Cali- 
fornians had an even wider spread— 
19.9 per cent of the adults and a 
slight 4.5 per cent of the homes with 
children. Wagon Train pulled 28.3 
per cent of the adult audience, against 
12.6 per cent of the children. 

The latter, of course, is facing 
Disneyland, which probably accounts 





QUESTION 1: Here is a list of some of the adult western programs shown on 
television during nighttime hours. Which, if any, of these have you yourself 


(your children) happened to watch. 


Restless Gun 

Wells Fargo 

Judge Roy Bean 
Sugarfoot/Cheyenne 
Wyatt Earp 

Broken Arrow 
Californians 

26 Men 

Death Valley Days 
Wagon Train 
Tombstone Territory 
Boots and Saddles 
Sheriff of Cochise 
Fast Guns 

Frontier Doctor 
Trackdown 

Jim Bowie 

Zane Grey 

Colt .45 

Have Gun, Will Travel 
Gunsmoke 

Frontier 


Maverick 


Total Responses 
Total Respondents 


children respondent 
# 4% # 4% 
109 10.9 221 22.1 
133 13.3 271 27.1 
45 4.5 57 5.7 
139 13.9 198 19.8 
165 16.5 276 27.6 
131 13.1 187 18.7 
45 4.5 199 19.9 
21 2.1 109 10.9 
133 13.3 178 17.8 
126 12.6 283 28.3 
80 8.0 153 15.3 
15 1.5 47 4.7 
144 14.4 143 14.3 
51 5.1 61 6.1 
10 1.0 47 4.7 
70 7.0 160 16.0 
132 13.2 189 18.9 
126 12.6 256 25.6 
4l 4.1 178 17.8 
149 14.9 337 33.7 
124 12.4 448 44.8 
44 4.4 77 7.7 
210 21.0 299 29.9 
2243 4374 
1000 1000 








QUESTION 2: In general, how do 
you think these adult western 
programs you've watched com- 
pare with other television pro- 
grams you watch? Would you 
say these western programs are 
usually more enjoyable, less en- 
joyable, or about the same as the 
other. television programs you 
watch? 


a 





More enjoyable 320 33.8 
About the same 371 41.4 
Less enjoyable 207 ~—- 23.1 
Don’t know 15 1.7 
Total Respondents 

who watched one 

or more western 

program 895 100 

for the predominently adult follow- 


ing. And Gunsmoke, which is aired 
at 10 p.m. Saturdays in the east (9 
p-m. on the west coast), is competing 
with Morpheus as far as a lot of kids 
in the New York market are concerned. 

To match the sample more closely 
with the study of last July, which 
covered 11 western shows on during 
the summer, The Pulse cut the sample 
to 895 for the questions regarding 
adult enjoyment of and volume of 
westerns. The earlier survey for TV 
AGE sampled 889 on the same ques- 
tions. 

In question 2, interviewers asked, 
“In general, how do you think these 
western programs you've watched com- 
pare with other television programs 
you watch? Would you say these 
western programs are usually more 
enjoyable, less enjoyable, or about 


(Continued on page 74) 
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Operation 
snack wagon 
















































KTv1 St. Louis tells viewers about the idea 


Sar e may no longer restrict 
itself solely to the conventional 

medium of a brightly lit screen when 

appearing in viewer living rooms. If a 

promotion campaign presently being 
‘ conducted by ABC-TV is any indica- 
tion, the industry may also politely 
knock on the door of selected view- 
ers and put in a flesh-and-blood ap- 
pearance. 

The object of such live visits? To re- 
ward tv viewers tuned to the right 
channel by seeing that they are amply 
provided with snacks and refreshments 
while enjoying the network’s shows. 

Emphasizing this personal touch, 
ABC-TV’s “Operation Snack Wagon” 
embodies the tactical, strategic and 
logistic planning of a major military 
campaign. Under way since Jan. 10 
and to terminate at the end of March, 
the nationwide promotion is intended 
to focus viewer attention on ABC-TV’s 
Wednesday and Friday night shows, 
evenings on which some of the net- 
work’s offerings have had rating troub- 
les. 

In its tactical applications, the pro- 
motion effort adheres to a carefully 
formulated routine. Between the hours 
of 7 and 10:30 p.m., two nights a 
week, ABC-TV station representatives 
visit homes selected at random. A 
portable table, laden with snacks, is 
set up for surprised family groups 
that are tuned to the network’s pro- 
grams. The station representative, a 
smartly uniformed young college stu- 
dent, tactfully expresses the hope that 
viewers will enjoy that night’s ABC-TV 
show and discreetly withdraws after 
rendering such culinary services as 
may be necessary. 


wFaa-Tv Dallas talent helps load snackwagon 





—— ——e 





















According to Sid Mesibov, ABC-TV 
special promotion director, the idea 
has met with an enthusiastic reception 
from the network’s stations, interested 
suppliers and the viewers themselves. 
Early reports from ABC-TV stations 
in Dallas, Norfolk, Omaha, St. Louis 
and San Diego indicate the project is 
functioning smoothly. Potato-chip 
manufacturers, Lipton, 7-up and in- 
terested local dealers have offered full 
cooperation in supplying their prod- 
ucts. Virtually no difficulty has been 
encountered in obtaining the assist- 
ance of 7-up bottlers who hold “Free 
Franchise” agreements. Wednesday 
and Friday night deliveries are made 
by Dodge, Plymouth and Buick sta- 
tion wagons. Station-owned trucks ad- 
vertise the project during the day. The 
prominently displayed truck banners 
also list cooperating suppliers. An av- 
erage of three to 10 station wagons 
and one or two station-owned trucks 
are utilized in each city. ABC-TV net- 
work advertisers and their products 
are emphasized throughout the promo- 
tion. 

Before making deliveries the station 
wagons assemble at a local dairy which 
supplies the sour cream used in Lip- 
ton’s Chip Dip mix. Bottles of 7-up 
are packaged in “beach bags” or Rey- 
nolds aluminum Six-Pack bottle pack- 
ets. Potato chips, the Lipton Chip Dip 
and other snacks are wrapped in Kaiser 
foil and carried in baskets supplied 
by promotion-minded local supermar- 
kets. Other aspects of the campaign 
include plugs on the network’s morn- 
ing shows. Housewives are apprised 
of the project and the possibility of 
a “surprise” visit. Recipe advice is 


also proffered. Tv schedules of ABC-TV 
shows, trailers and other gimmicks are 
inserted in the snack wrappings to 
further insure viewer awareness of 
both ABC-TV and cooperating sup- 
pliers. 

As the project gains momentum, 
Mr. Mesibov reports, new promotion 
concepts and ingenious applications 
of the project’s underlying purpose 
continue to manifest themselves. KTVI 
St. Louis originated the idea of using 
college students as station representa- 
tives. The young people insure tact- 
ful and pleasant public relations. They 
do the actual mixing of the Chip-Dip 
in a bowl or other kitchen utensil fur- 
nished by housewives. Their introduc- 
tion on local morning shows and the 
dapper uniforms furnished them by 
the stations obviate any possibility of 
underworld encroachment by alert 
and larceny-bent confidence men. KTVI 
also dreamed up the employment of 
station wagons for deliveries and the 
insertion of a “mystery package” in 
several snack packages. 

Norfolk’s wavy-Tv has made it a 
practice to send a local television per- 
sonality along on house visits. His 
appearance as a “mystery guest” is 
widely ballyhooed. Other stations have 
lost no time in instituting a similar 
policy. 

A “lucky number” contest sponsored 
by Buick has had happy results. A 
number inserted in the snack package 
results in one delighted viewer a week 
winning a Buick. On alternate weeks 
different Buick models are given away 
as prizes. 

“Snack Wagon” teams visit only 
one home in any one street. It is 


Promotion plan rewards 
viewers of ABC-TV programs 


with free refreshments 


hoped that “word-of-mouth advertis- 
ing” will emanate from the visited 
homes, as a result of this technique, 
and thus increase viewer interest in 
ABC-TV offerings. 

Since “Operation Snack Wagon” is 
still in its early phase, it has not yet 
been determined whether the project 
has achieved a marked increase in 
nationwide viewing of ABC-TV net- 
work shows. On the basis of progress 
reports already received, Mr. Mesibov 
estimates that an average of 1,000 
homes are visited by various city 
teams in a two-week period. WFAA-TV 
Dallas utilizes its teams five nights a 
week and reports an average of 3,200 
homes visited in a two-week period. 

There are early indications the pro- 
motion may be stimulating sales of 
snack items. Lipton has requested the 
network to place the entire promotion 
campaign on a nationwide, five-nights- 
a-week basis. An enthusiastic 
supplier in Norfolk, Gordon’s Potato 
Chips, has purchased station time. 

The promotion effort has also be- 
gun to receive its share of free pub- 
licity. Some facetious ribbing has al- 
ready appeared in the headline of an 
Atlanta newspaper. An amused news- 
paperman wrote: “ABC has must, will 
travel.” 

Despite the general uncertainty and 
speculation that still surrounds the 
project, Mr. Mesibov is certain a view- 
er’s stomach is the best road to travel 
in the constant search for new ways 
and means of increasing ABC-TV’s 
television audience. He expresses con- 
fidence that the idea will succeed in 
widening viewer coverage of the net- 
work shows. 


local 
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PICK 


YOUR SPOT 
AMONG THE STARS 


WASHINGTON 


WRC-TV has a spot for you beside the biggest stars 
in all television. During the prime “AA” nighttime 
hours, when audiences are greatest and interest at 
a peak, your spot shares the limelight with big net- 
work name-stars —at spot’s low, low cost. 


And on WRC.-TV, you’re assured of big audiences 
every night of the week, all week long. In this prime 
evening time, WRC-TV has an NS! average rating of 
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22.8, the highest in the entire Washington area!* 





A select few of these spots among the stars on 
Washington’s Number One Station* are now avail- 
able. WRC-TV or your NBC Spot Sales representative 
will gladly help you plan a schedule immediately. 


WRC-TV-4 


WASHINGTON, D.C. SOLD BY (rac) sror SALES 


*NSI Report—Washington, D. C. 
Area—November 1957 
























AROUSED PUBLIC. Whatever may 
develop from the investigation of the 
House Subcommittee on Legislative 
Oversight counter 


besides charges, 


charges and personality clashes, it 
seems quite certain that there will have 
to be some changes made in the tradi- 
tions or customs under which the regu- 
latory agencies have conducted them- 
selves. Public reaction to the hearings 
on the official conduct of members of 
the Federal Communications Commis- 
sion, more specifically their acceptance 
of hospitality from segments of the 
broadcasting industry, will demand a 
mode of behavior which, like Caesar’s 
wife, must be beyond suspicion. 

The repercussions of the subcommit- 
tee inquiry are such that, regardless of 
what additional developments may 
have taken place by this time, it has 
become academic to engage in discus- 
sion as to whether any particular of- 
ficial did anything wrong. It is how 
the people feel and react which is im- 
portant. And the evidence has become 
quite conclusive, as shown by news- 
paper editorials and mail to Congress, 
that they have become aroused. The 
inquiry and the controversy surround- 
ing it have brought it home to Wash- 
ington that the public at large demands 
and requires that the stewardship of 
government must be in responsible 
hands. Strangely, this has come some- 
what as a jolt to circles in which com- 
placency, if not cynicism, has become 
almost fashionable. 


DOERFER TESTIMONY. It seems 
pertinent, in this connection, to recall 
some of the testimony of FCC chair- 
man John C. Doerfer at a hearing in 
which the subcommittee’s former chief 
counsel, Dr. Bernard Schwartz, raised 
questions which prompted Rep. Oren 
Harris to ask whether the FCC had de- 
veloped “a code of ethics.” 

Chairman Doerfer replied: “No, we 
have not. We discussed it . . . I don’t 
think that an agency could draw up a 
code of ethics or Congress could pass 
a law that would have any effect upon 
any administrative agent who does not 
have fundamental integrity. In all of 
these things that we have done, if there 





Washington Memo 


could be shown a thread of improper 
results where our judgment was warped 
because of what we did, then that is 
a serious charge of misconduct, and we 
should take the consequences. 

“But in our quest for knowledge in 
a new field, these things that are ac- 
cepted today as American amenities I 
don’t think should be construed with- 
out proof beyond a reasonable doubt 
that they have corrupted our judgment. 
I think that that is the whole issue. 

“T think that Prof. Schwartz, in his 
approach, feels very strongly that we 
are judges and should conduct our- 
selves as judges, and my approach is, 
no, that is not the American concept 
of an administrative agent.” 


CODE OF CONDUCT. QOut of the 
morass of the subcommittee hearings, 
fortunately, there has come a realiza- 
tion that the people who make the laws, 
as well as the people who administer 
them, should be above suspicion. It is 
well and good, and it may sound fine 
in the hinterland, for 
Congress to orate about morality and 


members of 


propriety in government. But it should 
be said in behalf of, if not in defense 
of, the regulatory agencies that they 
are not free from Congressional pres- 
sures. 

It is therefore heartening that Rep. 
Thomas M. Pelly of California has 
proposed a bill to set codes of official 
conduct for both the executive and 


legislative branches of the government. 
“The time is ripe,” Mr. Pelly told the 




















House recently, “for the legislative 


branch to review the entire subject of 
a code of conduct for public service, 
and especially is it appropriate that we 
establish rules and requirements to 
strengthen the faith and confidence of 
the American people in their govern- 
ment.” 

Mr. Pelly’s bill would require all 
members of Congress and government 
officials paid $10,000 a year or more 
“to make full disclosure of outside 
sources of income, investments and 
business dealings by themselves or in 
their behalf.” It would prohibit sena- 
tors or congressmen “from accepting 
fees from any individuals or organiza- 
tions sponsoring legislation or reg- 
istered under the Federal Lobbying 


Act.” 


officials from receiving honoraria in 


It would prohibit government 


connection with official business. 


ALL-EMBRACING BILL. The bill 
applies to legislative employes as well 
as to members of Congress and covers 
“direct or indirect personal arrange- 
ments for profit.” It prohibits “gifts, 
favors, services or compensation from 
individuals or organizations interested 
in legislation. It also covers “employ- 
ment offers, divulging confidential in- 
formation, accepting entertainment 
and direct or indirect attempts to in- 
fluence decisions, including gifts or 
gratuities.” 

In the present climate, it is likely 
that Mr. Pelly’s bill will receive serious 
consideration. Rep. Kenneth B. Keat- 
ing of New York, a ranking member 
of the Judiciary Committee, gave Mr. 
Pelly assurance that he will urge early 
hearings on it before his committee. 








ROUNDUP OF NEWS 


Producers, Distributors 


NEW NTA JESSEL SERIES 

National Telefilm Associates, Inc., 
is currently offering a new half-hour 
series titled George Jessel’s Show 
Business. Thirty-nine programs are 
available, covering every facet of the 
entertainment field, with Mr. Jessel 
serving as host to the various person- 
alities involved. Highlights of the 
series have been culled from feature 
films of the past, screen tests and 
shorts. 

A “double impact” plan will be 
inaugurated on the NTA film network 
in 63 major markets for a 13-week 
initial run beginning March 30. Under 
this program, hour-long films of The 
20th Century-Fox Hour will be 
screened on Sunday afternoon and 
then repeated on a weekday evening. 
The plan is said to double the sales 
potential for advertisers without in- 
creasing the program cost and to pro- 
vide for virtually no duplication of 
audience. 

NTA has acquired 100-per-cent 
ownership of KMGM-TV in Minneapolis- 
St. Paul and has applied to the FCC 
to change the station’s call letters to 
KMSP-TV. 

The appointment of Leonard S. 
Holstad to the position of comptroller 
for NTA has been announced. Coming 
to the film company from Northwest 
Airlines, Mr. Holstad will be in charge 
of the company’s accounting and re- 
lated departments. 


CNP HITS ALL-TIME HIGHS 

California National Productions an- 
nounces that two new all-time sales 
highs were reached last month. The 
company had the best January in its 
eight-year history, with a volume 250 
per cent higher than in any previous 
year and a new mark was set for a 
seven-day period when the week of 
the 17th brought a gross of more 
than $650,000. 

A new sales division, headed by 
Jacques Liebenguth as manager, has 
been formed at CNP to handle 17 
tv film series consisting of syndication 
reruns and new “off the network” 
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On Film 


shows. Formation of the new sales 
division will free the NBC-TV Films 
force to concentrate on the distribu- 
tion of new programs such as Union 


Pacific and Boots And Saddles. 





NEW APPOINTMENTS 

John E. Evans, former writer-pro- 
ducer with D’Arcy Advertising Co., 
Inc., and author of the script for the 
first 14-hour children’s spectacular 





(show was carried live from the St. 
Louis zoo in August 1956 on the ABC- 
TV network), has joined Canyon 
Films of Arizona. Mr. Evans will 
serve the Phoenix company as an 
editor and account executive. 

Kling Film Productions has an- 
nounced the appointments of Richard 
Hertel and Len Levy to the posts of 
executive producers, with Mr. Hertel 
overseeing production of industrial 
films, and Mr. Levy supervising tv 
commercials and syndicated films. 

Ned Smith has been appointed 


creative director at Transfilm, Inc., 





and will serve as a creative consultant 
to advertising agencies and industrial 
companies. Mr. Smith formerly was 
creative chief at Raymond Spector Co. 


and has had advertising agency ex- 
perience covering 18 years. 

Bill Newton, who has produced net- 
work programs for major advertisers, 
has joined the Chicago staff of Sarra, 
Inc., as a creative producer-director. 

Roger Wade Productions announces 
the appointment of Howard A. Mann 
as chief editor on the company’s mo- 
tion pictures and tv commercials. 

The National Television Film Coun- 
cil recently elected Marshall Rothen 
of Kenyon & Eckhardt, Inc., as chair- 
man of the board for the year. 


CBS-CBC AGREEMENT 

An exchange agreement has been 
reached between CBS Newsfilm and 
the Canadian Broadcasting Corp. 
whereby the entire filmed news out- 
put of the Canadian organization will 
be made available for viewing in this 
country. In return, CBC will distribute 
the complete CBS Newsfilm service to 
the 46 television stations throughout 
Canada. Production centers for CBS 
on the project are in New York and 
Seattle, with the CBC offices in To- 
ronto and Vancouver. 

Sale of The Brothers to The Ameri- 
can Tobacco Co. to serve as a summer 
replacement for the Jack Benny Show 
has been announced by CBS-TV Film 
Sales. The series: about the two pho- 
tographers was first seen on the CBS 
network in °56-’57. 


AAP ON TOP DOWN UNDER 

The largest feature motion-picture 
sale to foreign television has been 
claimed by Associated Artists Pro- 
ductions, which recently finished plac- 
ing its total Warner Bros. library in 
Australia. The deal, reported to be in 
the million-dollar area, furnished 500 
features to Channel 6 in Melbourne 
and Channel 9 in Sydney. Previous 
sales of features and Warner Bros. 
and Popeye cartoons mean that AAP 
now has its product on all four com- 
mercial stations on the continent. 

In this country, AAP noted sales on 
its Vanguard group of Warner Bros. 
features to KHJ-TV Los Angeles, 
KGHL-TV Billings, Mont., KBOI-TV 
Boise, KSHO-TV Las Vegas, KVII-TV 
Amarillo and Kcsj-tv Pueblo. 


ELLIS INTO FILM PRODUCING 
James P. Ellis, son of J. H. S. Ellis, 


former president of Kudner Agency, 




















Inc., has resigned his radio-tv produc- 
tion post with the advertising firm to 
form his own production company. Mr. 
Ellis handled tv production for seven 
years at Kudner, working on many 
assignments, including the famous 
“Nixon & Checkers” telecast during 
the 1952 election campaigns. His or- 
ganization, called Plandome Produc- 
tions, will specialize in film producing. 


BEHIND-THE-SCENES SHORTS 

Two  behind-the-scenes __ television 
films have been made available to 
stations on a no-charge basis from the 
film library of TV-Movie News Serv- 
ice. An 1l-minute film, Behind The 
Scenes With Otto Preminger, shows 
background material on the theatrical 
movie, Bonjour Tristesse, while a six- 
minute South Pacific Adventure is the 
first of a series to be released on the 
making of the Rodgers-Hammerstein 
musical, South Pacific. The films are 
distributed through Modern Teleserv- 
ice, Inc. 


An additional 39 half-hour films of 
the CBS-TV network show, The Mil- 
lionaire, have been put into distribu- 
tion by MCA-TV. The films, first-run- 
off-network, carry the title of Jf You 
Had A Million and make a total of 


78 now offered for syndication. 


Suppliers, Services 
MOBILUX ANIMATION RIGHTS 

A government patent has been 
granted to the Mobilux animation 
technique, a process which has created 
some excitement in its infrequent ap- 
pearances on television. Robert Davis 
Productions holds the film and video- 
tape rights to the Mobilux technique 
developed by John Hoppe, and the 
company is currently making spot 
commercials with the process for a 
number of advertising agencies. Sev- 
eral major film companies are re- 
ported interested in using Mobilux 
animation for trailers, titles and ad- 
vertising spots. 


MOVIELAB COLOR PLANT 
Movielab Color Corp. recently 
opened a new color-film processing 
plant in its midtown Manhattan build- 
ing in preparation for what the com- 


(Continued on page 68) 





Advertising 
Directory 

of Top TV Film 
Commercials 


Bapco Paints * Cockfield, Brown & Co. Norelco Shaver * C.J. La Roche 


<< ee 


ANIMATION INC., Hollywood 


General Electric * BBDO 


SARRA, INC., New York 


CARAVEL FILMS, INC, New York 

























Three men on a phone 
hook-up ... working 
together on an urgent 
market coverage problem 
... account exec out in 
the field ...sales manager 
at client headquarters... 
media man at agency office... 
decision depends on 
information at the media 
man’s fingertips right then... 









and if you have a 
Service-Ad in SRDS 


you are there 


selling by helping people buy 


















, objective analysis of 
il basic media available 

m, send for a free copy of 
» “What's the Difference...” 


_ N. Y.C. — Murray Hill 9-6620 

: CHL — Hollycourt 5-2400 » L. A. — Dunkirk 2-8576 
Standard Rate & Data Service, Inc. 
the national authority serving the media-buying function 
Walter E. Botthof, Publisher 


1740 Ridge Avenue, Evanston, Ill. Davis 8-5600 
Sales Offices— Evanston, New York, Los Angeles 
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448py offering top-notch new prop- 
erties, we find stations generally 
anxious to consider a_ barter 


arrangement.” 

Charles Weigert, vice president and 
general manager at Regal Advertising 
Associates, said it—and at a time 
when the industry feeling is that bar- 
ter has seen its best days. In explain- 
ing how his company has placed 
forthcoming spot schedules for three 
clients new to television advertising, 
Mr. Weigert gave credit to Regal’s 
ability to offer stations brand-new 
properties, not in the form of old 
theatrical movies, but fresh syndicated 
tv material. 


At present, other factors could be en- 
tering into the willingness of some sta- 
tions to accept a barter and/or film- 
and-cash deal. The “soft” market, 
general tightening of expenditures, etc., 
would appear to make it advantageous 
for a station to barter for a usable film 
property with little or no cash outlay. 
Many stations, of course, will not ac- 
cept barter contracts on any basis. 


The Exquisite Form barter deal 
which began last summer continues to 
grow, with schedules now running in 
173 markets and more to come. This 
year’s budget is reported at more than 
$2 million. 


The three new-to-tv accounts start- 
ing spot schedules next month through 


a review of 
current activity 
in national 


spot tv 


Regal placements are MacFadden 
Publications, Silf Skin girdles and 
Juliette Marglen, Inc., cosmetics. 

The MacFadden campaign calls for 
a March 15 start in 50 markets, with 
spots promoting True Story and 
Photoplay magazines. MacFadden re- 
portedly paid $150,000 for its initial 
buy. 

The Silf Skin schedules will run in 
about 60 markets starting on the same 
date, with the cosmetics-firm place- 
ments scheduled for 18 major mar- 
kets—all of which apparently attests 
the fact that barter is flexible enough 
to be considered by the small, medium 
and large advertiser. 

In other spot action, a four-state 
saturation schedule is being used to 





Dick McClenahan, timebuyer at Dan- 
cer-Fitzgerald-Sample, Inc., is cur- 
rently buying on various McKesson 


& Robbins and Nestle products. 
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REPORT 


introduce Continental 6-Month Floor 
Wax in a campaign reportedly costing 
about $300,000. Fairly heavy cam- 
paigns are set for Soil-Off and Soilax 
cleaning products in about 20 and 40 
markets, respectively. 

Two other cosmetics names have set 
new schedules, with Max Factor cut- 
back to only 
markets, and Lanolin Plus running 


ting its spots three 
announcements in 12. 

Extremes in tv spot activity are 
represented by two well-known names 
from the family medicine chest, Lydia 
Pinkham and Fletcher’s Castoria. For 
the present, Pinkham has dropped all 
spot tv to put the budget into radio, 
while Fletcher’s Castoria is now run- 
ning in about 75 markets and adding 
more. 


ALLIED CHEMICAL & DYE 
CORP., Nitrogen Div. 

(Albert Sidney Noble Advertising, 
N. Y.) 


Reportedly well-pleased with its last 
campaign, this manufacturer of fertilizers 
and solutions kicked off a new 13-17 
week spot schedule early this month 

in almost 20 markets. Filmed minutes, eight 
to 12 per week, are running primarily 
in prime 6-10 p.m. hours in Maryland, 
Virginia, North and South Carolina, 
Georgia, Michigan, Nebraska, Indiana, 
Illinois, lowa and Missouri. B. T. 
Ferguson Jr., media director, is the contact. 


AMERICAN SUGAR REFINING 
(Ted Bates & Co., Inc., N. Y.) 


Placements for DOMINO sugar have 
been set in approximately 100 markets. 
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HOW HIGH 





WRCA-TV's 
MOVIES4 
WITH “HIGH NOON ” 
DRAWS 
BIGGEST FEATURE 
FILM AUDIENCE 
IN NEW YORK = - 
TV HISTORY 


Hit Movies: “The Bells of St. Mary's,” “The Bullfighter and the Lady,” ‘Claudia and 
David,” “Cyrano de Bergerac; “The Eve of St. Mark,” “High Noon,” “The Quiet Man,” 
“Rebecca,” “The Red Pony,” “Sands of lwo Jima,” “Spellbound,” “The Third Man”... 
Great Stars: Ingrid Bergman, Gary Cooper, Joseph Cotten, Bing Crosby, José Ferrer, 
Joan Fontaine, Cary Grant, Grace Kelly, Ray Milland, Robert Mitchum, Maureen O'Hara, 
Laurence Olivier, Gregory Peck, Vincent Price, Randolph Scott, John Wayne... 











HE NOON” 


WRCA-TV’s Movie ¢ 4 showing of “High Noon” drew almost 4 million viewers — the 
largest audience in New York television history for a single showing of a feature film. 


So great was its attraction that Movie e 4’s “High Noon” gathered a larger audience 
than any other show — network or local — on any other station all month. 


Consistent scheduling on Movie « 4 of new feature films like “High Noon,” combined with 
creative live programming like the “Jack Paar Show,” has enabled WRCA-TV to cap- 
ture conclusively the late-night audiences in New York. 


Look at a typical recent two-month period for added evidence of WRCA-TV’s superi- 
ority: the major competition was showing post-’48 films only 24% of the time — while 
Movie « 4 presented new product at the rate of 62%. 


Now Movie « 4 has insured continued dominance by signing up the post-’48 library of 
Republic Pictures — the only post-’48 movie package in New York, with many features 
which were released in 1956 and 1957. 


Get your share of high ratings—at a low cost—with MOVIE « 4. Price? Package of 
eight 1-minute participating announcements per week—just $5,000. 


Call WRCA-TV Sales, or your NBC Spot Sales representative, at CIrcle 7-8300, today! 


SOURCE: New York ARB, January 1958 


WRC 








MOVIE +4’s success has helped 
spark audience increases 
throughout WRCA-TV’s entire 
schedule.* Here’s the picture 
of the top two stations for Jan., 
57 versus Jan., 58: 


DAY NIGHT TOTAL WEEK 


WRCA-TV +16x +21x +20x 
Station#2 -8x -13« —11x 


Source: ARB 


*For example, the Sunday "'lith Hour News” 
achieved in January the highest rating 
in history for a local news show —a 40.4 
with a 74.5% share of audience! 





OVIE - 
A-TVY JB vec new vor 

















Filmed minutes and 20’s are running 
on day and night schedules. Bob 
Gruskay is the timebuyer. 


BIRD & SON 
(H. B. Humphrey, Alley & Richards, 
Inc., N. Y. 


This manufacturer of building products 
and floor coverings has purchased extensive 
spot schedules on the Fock Paar and 
Today NBC-TV shows. The placements 
begin in mid-March and continue 
through November. Elaine Akst is 

the timebuyer. 


SIDNEY BLUMENTHAL & CO., 
INC. 


(Gore-Smith & Greenland, Inc., N. Y.) 


This maker of SHELTON LOOMS 
fabrics purchased a Saturday-night weather 
show on wecss New York. Spot Report 
records show no previous spot action. 
Carole Pitkin is the timebuyer. 


BUITONI FOODS CORP. 


(Albert Frank-Guenther Law, Inc., 
W..°8.) 


Schedules for the Italian macaroni 

firm are set for 13 weeks in New York, 
Chicago, Cleveland, Boston, Providence, 
Hartford, Miami, Philadelphia, Los 
Angeles and Tucson. Most are already 
running, with a few starting next 

month. Live minutes and ID’s, varying 
from one to 20 per week, were placed, 
Larry Butner, assistant account execu- 
tive, is the timebuyer. 





A-K Adds 
Graham L. White has been ap- 


pointed to the television sales de- 
partment of Avery-Knodel, Inc., 
New York City, it was announced 
by Arthur H. Sherin, sales man- 
ager. Mr. White has a five-year 
background in the broadcasting 
field on both the station and na- 
tional representative level, most 
recently at Young Television 
Corp., where he specialized in spot 
tv sales. 





CAROLINA LIFE INSURANCE 
co. 


(Sink & Sons, Charlotte, N. C.) 


This newly appointed agency will 

begin buying spot tv in three states 
about March 15 for the insurance firm. 
Gene Sink, president, is the contact. 


CDR ROTORS 
(Friend-Reiss Advertising, N. Y.) 


A small number of additional stations 

in the southwest have been added 
recently to those carrying spot for 

this signal-boosting product. The company 
is always interested in availabilities 

from new stations going on the air or 
present stations that are increasing 
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PACIFIC NORTHWEST: MOORE & ASSOCIATES 


You've done it again. Ya missed 
the biggest single TV buy in the 
West. You passed up the Cascade 
Television package again . . . this 
KIMA-TV with its satellites. Doesn't 
an exclusive billion-dollar market 
tickle your fancy? Here's a half- 
million people and Cascade's got 
‘em—exclusively. Let's not miss it 
again, Smidley, or we'll-be miss- 
ing you around here. 


Quite a market .. . 


General merchandise $60,135,000 
OS REE. $26,172,000 


Source: 1957 “Survey of Buying Power" 


KIMA-TV 
YAKIMA, WASHINGTON 


with its satellites 
KEPR—TV, Pasco, Wash. 
KLEW—TV, Lewiston, idake 

aad KBAS—TV 
Ephrata, Moses Lake, Wash. 


CASCADE 















power. Ed Ratner, vice president and 
tv-radio director, is the contact. 


Agency Changes 


Four major tv advertisers have 
announced new agency appointments. 

The Buick division of General 
Motors Corp. startled the advertising 
world when, after two months of inter- 
views with a dozen top agencies, the 
account was given to McCann-Erick- 
son, Inc.—which hadn’t even been fig- 
ured as a “dark horse.” Much of the 
surprise was due to the fact that Mc- 
Cann-Erickson immediately dropped 
its Chrysler and Imperial auto account, 
billing about $26 million, to accept the 
Buick business, which bills about $24 
million. The agency’s relations with 
the Chrysler Corp. had been good, and 
the parting was amicable on all sides. 
Official take-over date on Buick is June 
1 when its contract with Kudner 
Agency, Inc., expires. McCann _ will 
begin work on the Buick 1959-model 
announcement for fall immediately. 

April 1 is reported the official date 
for the transfer of the Bromo Seltzer 
account from Lennen & Newell to 
Warwick & Legler, Inc. Well over half 
of the Bromo Seltzer estimated $2- 
214-million budget goes into tv. 

The Bon Ami Co., which has been 
scouting for an agency for several 
months since leaving Erwin Wasey, 
Ruthrauff & Ryan, has placed its esti- 
mated $114-million billing with Weiss 
& Geller, Inc. The agency will also 
obtain Bon Ami’s new-products divi- 
sion business from Kastor, Farrell, 
Chesley & Clifford, Inc., which resigned 
the account after having it for just a 
few months. Weiss & Geller is cur- 
rently preparing a new Bon Ami cam- 
paign, but the exact starting date is in- 
definite. A substantial share’ of the 
over-all budget will go into television. 

In Chicago, it was announced that 
Kenyon & Eckhardt, Inc., had been 
awarded the account of Wilson & Co., 
advertising its ham, bacon, sausage 
and canned-meat products. Billing on 
the account is placed at $1144 million 
with a large share spent in tv. Adver- 
tising for Wilson’s Ideal dog food, 
B-V meat extract, poultry, export, 
animal and poultry feed, and sporting- 
goods division will continue to be 
handled by Chicago’s Roche, Rickerd 
& Cleary. Billing on this portion of the 
account runs to about $3 million. 

















John DeBenham was recenily ap- 
pointed tv-film producer at Doherty, 
Clifford, Steers & Shenfield, Inc. 


COLUMBIA RIVER PACKERS 
ASSOCIATION 

(Richard K. Manoff, Inc., N. Y.) 

The Lenten season campaign for BUMBLE- 
BEE TUNA began the middle of the month 
in about 12 markets in New York. 

Florida and New England. Minutes and 20’s 
were placed for six weeks. Robert Kibrick 
is the timebuyer. 


CONTINENTAL CAR-NU-BA 
CORP. 


(Product Services, Inc., N. Y.) 


A saturation schedule on 40 stations 

in all major markets in Texas, 

Louisiana, Oklahoma and Florida will 
begin about issue date for CONTINENTAL 
6-MONTH FLOOR WAX. Campaigns 

are being set for four weeks in each state, 
with possibility of extensions if results 
are good. Doris Gould is the senior 
timebuyer. 


DELANEY’S FROZEN FOOD 
(Erwin Wasey, Ruthrauff & Ryan, 
Inc., N. Y.) 


Ten-week schedules of minutes, 20’s and 
ID’s began the first of February in 





Food Sponsor 


A live Sunday-afternoon ed- 
itorial news program on WBZ-TV 
Boston is expected to provide its 
sponsor, the Star Market Co., with 
a bigger share of the food-chain 
market in 1958. Entitled Starring 
the Editors, the program may well 
be the longest continuously spon- 
sored program of its kind in the 
nation. Star Market has sponsored 
the vehicle for eight years, 52 
weeks a year. The Boston food 
chain credits the program with 
playing a major role in its three- 
year record of higher sales per 
store than any other food chain in 
the country. 





10-15 major southern markets. Both live 
and film spots are used. Vince De Lucca 
is the timebuyer, 


DRUG RESEARCH CORP. 
(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y.) 


The contracts placed last fall for REGIMEN 
and SUSTAMIN were renewed the 

middle of January for another 13 weeks. 
Filmed minutes are currently running 

in 15-20 markets, with 40-50 spots 

per week. Beryl Seidenberg is the timebuyer. 


ECONOMICS LABORATORY, 
INC. 


(J. M, Mathes, Inc., N. Y.) 


Schedules for SOILOFF cleaner started 
last week with minutes and 20’s set for 
10- to 12-week campaigns. Markets 

are New Orleans, Wichita, Baton Rouge, 
Omaha, Fort Wayne, Corpus Christi, 

San Antonio, Indianapolis, Pittsburgh, 
Dallas-Fort Worth, San Francisco, Chicago, 
St. Louis, Houston, Portland (Ore.), 
Tulsa, Oklahoma City and Los Angeles. 
Edna Cathcart is the timebuyer. 


ECONOMICS LABORATORY, 
INC. 
(J. M. Mathes, Inc., N. Y.) 


An early March start of primarily 20's 
is set for SOILAX cleansing product 
in the Soiloff markets noted previously 
and in New York, Detroit, Philadelphia, 
Boston, Providence, Milwaukee, Cleveland, 
Baltimore, Washington, Minneapolis- 

St. Paul, Cincinnati. Des Moines, 
Buffalo, Louisville, Kansas City, 
Wilkes-Barre, Syracuse, Charleston and 
Huntington, W. Va. Edna Cathcart 

is the timebuyer. 


“ESSO STANDARD OIL CO. 


(McCann-Erickson, Inc., N. Y.) 


Several four- to six-week flights begin in 
March and carry through the peak 
driving season for ESSO gasoline. 

Minutes and 20's will be used in spot 
activity to supplement buys of news 

and weather shows in about 40 markets. 
Sy Goldis, broadcast supervisor, is the con- 
tact. 


aac FORM BRASSIERE, 


(Regal Advertising, Inc., N. Y.) 


This company is still adding to its present 
total of 173 markets where its 
EXQUISITE BRAS spots are shown. Filmed 
20’s are now used primarily, with 
placements on a barter or film-and-cash 
set-up. Charles Weigert, vice president 
and general manager, is the contact. 


MAX FACTOR & CO. 
(Doyle Dane Bernbach, Inc., N. Y.) 


In setting new schedules for this year, 
the cosmetics manufacturer dropped 

four cities from its list and is now 
running spots in only New York, Chicago 
and Los Angeles. Minutes and 20’s 

in varying frequencies are being used. 
Jerry Sachs is the timebuver. 


GENERAL FOODS, INC. 
(Benton & Bowles, Inc., N. Y.) 
Outside sources report some activity 
here for GAINES dog food in 

selected markets in the south, with 
nighttime ID’s set for brief schedules. 
Roger Clapp is the timebuyer. 











I'M JOE FLOYD... 





THEY SAY I'M A 
HELLUVA SALESMAN! 


That’s because I like to give the 
advertiser a run for his money— 
always have! Like creating a whole 
new empire of customers— 
KEL-O-LAND—more than a million 
strong, with over $1,220,150,000 

in annual retail sales. Read that 
number again, please. It’s not a 
missprint. It’s the actual proved 
buying power of a market reached 
completely by just one selling 
force . .. KELO-TV and its booster 
stations, KPLO-TV and KDLO-TV 


CBS « ABC « NBC 
Wrap up all 


KEL-O-LAND 


with one single-station buy! 


KELO ~ 11 


CHANNEL 
Sioux Falls, South Dakota 


and its great boosters... 


KDLO rw 3 | KPLO w 6 
CHANNEL CHANNEL 
Aberdeen, Huron, Pierre, Winner, 
Watertown Chamberlain 





General Offices, Sioux Falls, S.D. 


JOE FLOYD, President 
Evans Nord, Gen. Mgr. 
Larry Bentson Vice Pres. 


REPRESENTED BY H-R 


In Minneapolis its Bulmer 
& Johnson, Inc. 
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FIRST in the nation in share of audience 
FIRST in 407 of 469 rated quarter-hours 
FIRST with 15 of the top 15 shows 

FIRST with 5 of the top 5 syndicated shows 


The December Pulse confirms the ARB dominance story for KROD-TV. / 
Pulse gives KROD-TV 404 of 453 rated quarter-hours . . . 25 of the top 
25 shows ... and I0 of the top 10 syndicated shows. 








mgr 


sien-on ‘til sign-off, KROD-TV makes its impact on the South- 

@arnering 62.5% share of audience in a competitive, 
»3-station, 3-network, all-VHF market,.And this is done without 
contests, without give-aways, without gimmicks. 


ey 


Bst Fi 


} iewer-loyalty is built on good, Solid, day-and-night pro- 
iy he nly razor-sharp, regional signal and the area’s most 
. und promotion. The buy in El Paso is KROD-TV! 


Branham man for full details. 
* ARB, December 1957 
‘ é 


CBS Television Network © Channel 4 @ Ei Paso, Texas CBS) 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Dorrance D. Roderick, Pres.; Val Lawrence, V.-Pres. end Gen. Mgr.; Dick Watts, Gen. Sales Mgr. 





WTMJ-TV and wISN-Tv Milwaukee; 

wisc-tv Madison, Wis.; WHBT-TV 

Rock Island, Ill.; wceta Champaign, IIl.; 
wsay-tv Green Bay, Wis.; WNDU-TV 
South Bend, Ind.; wreM-tv Indianapolis; 
WWJ-TvV and wJBK-Tv Detroit; WSPD-TV 
Toledo; wkzo-tv Kalamazoo; KRON-TV 

and KGOo-Tv San Francisco; KERO-TV 
Bakersfield, Cal.; K1EM-tv Eureka, Cal.; 
KOIN-TV Portland, Ore.; KHSL-Tv Chico, 
Cal.; KMJ-Tv Fresno; KBET-TV and 
KcRA-TV Sacramento; KNXT Los Angelens; 
KLRJ-TV Las Vegas-Henderson; KROD-TV 

E] Paso; Kvoa-Tvy Tucson; KPHO-TV 
Phoenix; KFMB-TV and KFSD-Tv San 
Diego; KULA-TV, KGMB-TV and KONA 
Honolulu. Paul Kizenberger is the timebuyer. 


ANDREW JERGENS CO. 


(Cunningham & Walsh, Inc., N. Y.) 
There is some activity for WOODBURY 
products currently under way in 
selected markets. (See Spot Report 
Feb. 10 for other Jergens buys.) 
Gary Pranzo is the timebuyer. 
LANOLIN PLUS, INC. 

The new Storer Broadcasting Co. Wilmington-Philadelphia independent, wvuE, | (Kastor, Farrell, Chesley & Clifford, 
was the subject under discussion at this luncheon for New York timebuyers. Inc., N. Y.) : 

: Filmed minutes, 10-30 per week, 

Above are (Ll. to n) Maurice McMurray, Storer; Chester Slaybaugh, Ted Bates; tom they, mF a eae 
Robert Liddel, Compton; J. Robert Kerns, v.p. & mng. dir. wvUE; Lawrence schedules in 12 major markets. Both 
Deckinger, Grey; Raymond E. Jones, Young & Rubicam; George B. Storer Jr., 

















day and night availabilities are being used 
v.p. in charge of tv, Storer. 


Below (I. to r.) William Kelley, Storer; Thadeus Kelly, McCann-Erickson; 
Arthur C. Schofield, Storer; Jack Green, J. Walter Thompson; Lewis Johnson, 


sales manager WVUE. 





GENERAL MILLS, INC. 


(Dancer-Fitzgerald-Sample, Inc., 
RN. 23) 


A three-week saturation-type schedule 
for GOLD MEDAL flour should be 
winding up about issue date in a 
limited area with six to 10 markets. 
Minutes, 20’s and ID’s in fairly heavy 
frequency were set. Dick Boege 

is the timebuyer. 


GENERAL FOODS, INC. 
(Young & Rubicam, Inc., N. Y.) 


Some 52-week schedules were set for 
JELLO puddings and pie fillings in a 
number of major and minor markets. 
They’re currently under way. Bob 
Gleckler is the timebuyer. 
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HILLS BROTHERS COFFEE, 
INC. 


(N. W. Ayer & Son, Inc., N. Y.) 


The company has picked up last, year’s 
schedules and continued them until 

the end of 1958. Filmed minutes and 
20’s are running on the following 
stations: KHQ-TV Spokane; KTNT-TV 
Tacoma; KING-Tv Seattle, KIMA-TV 
Yakima, Wash.; xvos-tv Bellingham, 
Wash.; KOA, KTVR and KLz-Tv Denver; 
KcsJ-tv Pueblo, Kos-tv Albuquerque; 
KTvT Salt Lake City; weco-tv, 

WTCN-TV, KMGM-TV and KSTP-TV 
Minneapolis; wow-tv Omaha; KDAL-TV 
Duluth; wxst LaCrosse, Wis.; WSsAU-TV 
Wausau, Wis.; Kroc-tv Rochester, Minn.; 
WEAU-TV Eau Claire, Wis.; WBBM-TV, 
WGN-TV and wBKB Chicago; wtvJ Miami; 


in New York, Philadelphia, Boston, 
Los Angeles, San Francisco, Chicago, 
Dallas, Fort Worth, Buffalo, Cleveland, 
Minneapolis and Columbus, Beryl 
Seidenberg is the timebuyer. 


THOMAS LEEMING & CO., INC. 
(William Esty Co., Inc., N. Y.) 


After a two-year absence, BEN-GAY 

has returned to spot tv with a brief 
campaign in a few markets; 20’s and ID’s 
were placed to start early this month 
and run about three weeks. Dick 

Olsen is the timebuyer. 


LEVER BROS. CO. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 
Brief saturation flights for DOVE 


soap are currently under way in a 

large number of major markets. 

Primarily late-night ID’s and minutes are 
being used, with heavy frequencies. Ann 
Janowicz, media supervisor, is the timebuyer. 


MACFADDEN PUBLICATIONS, 
INC. 
(Regal Advertising, Inc., N. Y.) 


A first entry into tv for this magazine 
publisher begins March 15 in about 

50 markets, with minutes and 20's 
scheduled to promote TRUE STORY 
and PHOTOPLAY. The buy, placed 

with the stations on a barter or 
film-and-cash basis, is reported to have 
cost the publishing firm $150,000. Charles 
Weigert, vice president, is the contact. 


MANHATTAN SHIRT CO. 
(Peck Advertising Agency, Inc., N. Y.) 


There’s a possibility here for some 

spot action. The company is preparing 
some films that might be placed through 
local dealers, and is discussing spot 
programs with Television Bureau of 
Advertising. Sylvan Taplinger and 

Rusty Alben are the timebuying contacts. 


JULIETTE MARGLEN, INC. 


A series of barter or film-and-cash 


(Regal Advertising, Inc., N. Y.) 








AN ? 





... not when you buy WCAU-TV 


The once familiar Indian Head may be out of siglit . . . but its buying power isn’t out of range when you consider 
these WCAU-TV figures: 


SPOTS—3 (2B, 1A).......... TOTAL RATING*—61.8...... ..CostT—$1200 COST PER 100** IMPRESSIONS—5c 


For just a bagful of nickels, you can gain low cost access to more than half of the TV homes in Philadelphia . . - 
creating 2,406,251 viewer impressions. 


Spend your nickels wisely ... maybe they can’t buy a good cigar or a cup of coffee .. . but they can still buy a 
lot of business for you on WCAU-TV. 


WCAU-TV 


... the station that means business in Philadelphia 


Represented Nationally by CBS-TV Spot Sales 


*1957 November ARB 
**or as Madison Avenue would figure: 1000 viewer impressions for 50¢ 
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deals have placed schedules for this 
company’s lipstick in about 18 markets 
for a mid-March start. Minutes, 20's 
and ID’s will be used. Charles Weigert, 
vice president, is the contact. 


MOTION PICTURES ASSN. OF 
AMERICA 


(Donahue & Coe, Inc. N. Y.) 


In this organization’s first spot tv 

buy, the 30-second middle break on 

the Academy Awards show March 26 
has been picked up on individual) stations 




















We know this couldn't be you! But... 
if you know about this of yours... 
well, tell him about WMUR-TV for major 

chet penetration w duplicated pre- 
gramming that makes TViewers into fine 
tatisti tatistics which prove WMUR-TV 
sells. 


Tell him to get the dope from FORJOE TV 
1,000,000 TV Homes 


W MUR-TV 
ao... © 




















Personals 


LES BLUMENTHAL, formerly ex- 
ecutive vice president at Product 





Services, Inc., New York, has joined 
Lanvin Parfums as advertising direc- 
tor. 


DAN HIRSCH has been promoted 
tu associate media director at Sulli- 
van, Stauffer, Colwell & Bayles, New 
York. Mr. Hirsch, replacing WAL- 
TER BOWE, who has resigned, has 
been with SSC&B as buyer for about 
two years. TOM O’DEA and JEANNE 
SULLIVAN will now assume and 
share his accounts. Thus Mr. O’Dea’s 
accounts will include Filbert’s, Sperry 
& Hutchinson, Whitehall and Best 
Foods, and Miss Sullivan, in addition 
to Breeze, will be buying on Smith 
Bros., Blue Coal and Carter’s Rise. 


ROBERT RIEMENSCHNEIDER is 
taking on the duties <f media direc- 
tor, replacing FRANK HEASTON, 
and will continue as chicf timebuyer 
at Gardner Advertising, St. Louis. 


ELAINE PAPPAS has been named 


assistant media buyer at North Ad- 
vertising, Chicago. She will be buy- 
ing all media for Toni Home Perma- 
nent, Deep Magic cleansing lotion, 
Thorexin, Jewel Food Stores and the 
Englander Co. RICHARD S. PAIGE, 
who had been with North, has joined 
Grey Advertising, New York, as an 
associate media director. 


ANN JANOWICZ and CLIFF BOT- 
WAY, formerly buyers, have been 
appointed media supervisors at Ogilvy, 





ANN JANOWICZ 


Benson & Mather, New York, in line 
with the agency’s new integrated 
media-buying system. ELEANOR 
CROWLY, HENRY CLEEFF, WAL- 
TER KASHEN and ROBERT KAR- 
LAN, previously broadcast or print 
specialists, have been promoted to 
all-media_ buyers. 


MRS. G. CATHERINE DeFIELD 
has been appointed media director 
at the Philadelphia office of Al Paul 
Lefton. 











LOW, LOW, COST/M 


from Peters, Griffin, Woodward, Inc. 


Ou 


THE HELEN NEVILLE SHOW 


Personalities, Fashions and Household Hints 





ABC CHANNEL 2 


x 


A TRANSCONTINENT STATION 2:00-2:30 P.M. 
ee 


MON. thru FRI. 


TAG 
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on the NBC-TV network. Tom Hardy 
is the timebuyer. 


NATIONAL SHOE INSTITUTE 
(Manning Public Relations Firm, 
N. Y.) 


This organization is launching a three-week 
promotion in March, with the major 
portion of the budget to go into 

print media, but with a possibility of 
some spot action by local firms. The 
institute expects retail ad backing to 
reach $2-3 million. Jack Frost is the contact. 


NEHI CORP. 
(Compton Advertising, Inc., N. Y.) 
The full-scale ROYAL CROWN COLA 


campaign starts in March in virtually 

the same markets used over the past few 
years. Minutes, 20’s and ID’s will be set, 
with possible copy changes later on as 
the flavored sodas are added to the 
schedules, Genevieve Schubert is the 
timebuyer. 


NESTLE-LEMUR CO. 
(R. T. O’Connell Co., N. Y.) 


This company, which had intended a 

big spot drive last fall, recently switched 
to a new agency for its line of cosmetics 
and toiletries. At present, the budget is 
going into women’s fashion magazines 

for cosmetics and sports magazines 

for men’s toiletries, with no tv spot in the 
picture. Ethel Merklen, account executive, 
is the contact. 


PEPPERIDGE FARM, INC. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 
A “test” schedule has started in Hartford, 


Conn., for a 10-week run. Henry 
Cleeff is the timebuyer. 


LYDIA E. PINKHAM MEDICINE 


(Cohen & Aleshire, Inc., N. Y.) 


Although expected back in spot early 
this year, the company is putting the 
entire broadcast budget into radio 

in 75 markets. This campaign is on 

now and winds up in May, with a 
re-entry into tv spot a vague possibility 
next fall. Robert Turner is the timebuyer. 


DR Sng iy rite aee cate. isn bina) <0 


46 he mark of a good timebuyer is 
the ability to wring every last 
cent out of each advertising dollar,” 
according to Doris Gould, senior 
timebuyer at Product Services, Inc., 
New York. How is this accomplished? 


“There are no rules anywhere. Each 
case and each market is different.” 





This situation thus is the variable and 
the timebuyer, the constant. 

Miss Gould, a native New Yorker 
now living in Greenwich Village, had 
had early ambitions to be a lawyer; 
thwarted by family pressure, she turned 
to chemistry in which she received a 
Bachelor of Science degree. Because 
she felt that that field “wasn’t exciting 
enough,” that she enjoyed working 
with figures, that there was “more 
money in business,” she entered the 
advertising world. 

Her first position was as assistant 
account executive with Jack Tarcher 


DORIS GOULD 


& Company. Her first big account was 
Tootsie Roll. At C. J. LaRoche, where 
she worked before coming to Product 
Services in October last year, she was 
head buyer and organized that agency’s 
time department. 

At Product 


which specializes in visual-sell prod- 


Services, an agency 
ucts, almost 100 per cent of the busi- 
ness goes into television advertising. 
Toughness is an attribute that is ac- 
centuated. Deaiing with station or 
audience is done in a major key. 

Miss Gould handles Glamorene, 
TenDay Press On nail polish, Tintair 
and Tuck Tape. “It is rough,” she says, 
“to crack the cosmetic market. Cos- 
metics are a highly personal item, and 
you have to sell women on the idea 
that your product is better.” 


“Make-goods,” Miss Gould feels, 
are an important aspect of an agency’s 
buying strength. “When a carefully 
screened, hard-come-by buy is pre- 
empted, we expect the make-good of- 
fered by the station to add to our 
cumulative impact or it is unacceptable. 
Some stations feel they can throw you 
any make-good and be absolved of 
further obligation. This is akin to the 
guy who thinks he can do or say any- 
thing just so long as he apologizes. 
We think losing one effective time buy 
to a less effecive make-good is a defin- 
ite dollar loss.” 








MGM JOINS CHANNEL 


Golden Era 


- jePACKAGE 1 < 
Sundays—2:00 pm to conclusion 
Sundays—11:20 pm to conclusion 
Both Impressions 
Flat $70 


* PACKAGE 2 
Fridays—11:20 pm to conclusion 
Flat Rate $40 


CALL HOLLINGBERY CO. 








COLUMBUS, GEORGIA 


WeeReBel 


teams up with LEO 
to present the 


MGM 


Theatre 


AVAILABLE FOR PARTICIPATIONS! 





CHANNEL 
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Your Best TV Buy 
in Northeast Penna. 
WILK-TV's 
114 Million Watts 


(Nation’s Most Powerful) 
brings the best of 
ABC-TV 


All the exciting new programs of ABC’s 
new season will be on WILK-TV. 





ne 


il 


¥ Wilkes-Barre 


Scranton 
Call Avery-Knodel, Inc. 











NITEWATCH 


11:15 PM EACH EVENING 
WARNER BROS. 
MOVIES 
WITH WSAZ-TV 
POWERFUL 
SALES 
PUNCH 






DELIVERS 
1000 HOMES 
Monday thru Friday 


$1.32 


Source Nov. ‘57 ARB 260 time rate 


HUNTINGTON-CHARLESTON, W. VA. 
w.B.C. 
Affiliated with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
C. TOM GARTEN, Commercial Manager 
Represented by The Katz Agency 
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PITTSBURGH PLATE GLASS 
co. 
(Maxon, Inc., N. Y.) 


Starting at the end of this month, 
SUNPROOF paints take a quarter-hour 
on the CBS-TV network Garry Moore Show. 
The buy is for 17 weeks with 30- 

second cut-ins to be placed locally first 
in the southern markets and moving 
north with warmer weather, Thomas 
Maguire, business manager, is the contact. 


REVLON PRODUCTS CORP. 
(Emil Mogul Co., Inc., N. Y.) 


A new deodorant product called HI 

& DRY will be spot tested very soon 
in two small markets. Filmed minutes 
will be used, with the test results and 
expansion of distribution to affect 
decisions on further activity. Elaine 
Whelan is the timebuyer. 


JACOB RUPPERT BREWERY 
(Compton Advertising, Inc., N. Y.) 


This agency recently took over the 
KNICKERBOCKER beer account and 
has started placing schedules in 10 
eastern markets, most of which are 
currently running. Filmed minutes, 20's 
and ID’s are being used. Bob Lamkin 
is the timebuyer. 


F. & M. SCHAEFER BREWING 
co. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


There will most likely be an increase 

in spot tv for the beer firm to offset 
loss of its sponsorship of New York 
baseball. Spring activity is currently 

being set in major and minor markets on 
the whole eastern seaboard, with 20's, 
ID’s and news-sports programs making 
up the schedules. Ed Fleri is the timebuyer. 


SCRIPTO, INC. 

(Donahue & Coe, Inc., N. Y.) 
Schedules for SCRIPTO pens start 

March 9 for about 10 weeks in about 40 
major markets. Minutes and 20's 

will be used. Joe Fierro is the timebuyer. 


SEAMPRUFE, INC. 
(Frances, Morris & Evans, Inc., N. Y.) 


Six-month schedules began the first 

of this month in approximately 62 
markets across the country for this 
lingerie maker. Live minutes and 30- 
second spots in varying frequencies are 
placed on a co-op basis with local 
SEAMPRUFE retailers. Dot Abbott is the 


timebuyer. 


SILF SKIN, INC. 
(Regal Advertising, Inc., N. Y.) 


In a barter or film-and-cash situation, spot 
schedules of filmed minutes and 20's 
have been set for a March 15 

kick-off in about 60 markets for 

SILF SKIN girdles. This is the first time 
for this product on tv. Charles Weigert, 
vice president and general manager, 

is the contact. 


STERLING DRUG CO., INC. 
(Brown & Butcher, Inc., N. Y.) 
FLETCHER’S CASTORIA, currently 


running spot in about 75 markets, is 
adding schedules in the southeast and 
southwest. Primarily daytime filmed 
minutes are set to run through December. 
Rose-Marie Vitanza is the timebuyer. 





SUN OIL CO. 

(William Esty Co., Inc., N. Y.) 
Activity here on SUNOCO gasoline will be 
infrequent until mid-summer. The 

company is currently installing new 
pumps that “custom-blend” gas to order, 
and it’s likely spot will be used to 
introduce them market by market. 

Full coverage of the country is expected to 
be completed by August. Robert 

Kriso, media coordinator, is the contact. 


VIRGINIA-CAROLINA 
CHEMICAL CORP. 


(Albert Sidney Noble Advertising, 
N. Y.) 


This company is entering spot tv for 

the first time in three rural markets to 
promote its fertilizer products. A 13-week 
schedule of live minutes and 20's 

began the first of the month in Fort 
Wayne, Montgomery, Ala., and the 
eastern North Carolina cities of Raleigh 
and Washington. Frequencies are eight 

to 10 spots per week, with a half-hour 
show used in one of the markets. B. T. 
Ferguson Jr., media director, is the contact. 
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Color 


(Continued from page 41) 


factors lined up against color at the 
moment is dealer disinterest. As RCA’s 
Bill Boss puts it, “We’re having a 
harder time selling the retailer on 
color than we are in selling the con- 
sumer.” This particular situation has 
stemmed from the aversion of dealers 
to invest the time and money neces- 
sary to push color, partly out of fear 
that it might hurt black-and-white 
sales. 

To get an idea of dealer attitudes 
toward color, TELEVISION AGE talked 
to some two dozen large and small 
retailers in wealthy and average sec- 
tions of New York City. The survey 
produced the opinion, with two excep- 
tions, that color tv sets are priced too 
high to attract a market that would 
make it profitable for dealers to stock 
them in quantity. 

Most retailers carry only one or 
two tint receivers on their floors. One 
dealer in the opulent Park Avenue area 
reported sales of only 15 color jobs 
during all of 1957; another in the 
same district sold an equal number 
in the last six months and pointedly 
brought out the fact that he had sales 
of 140 black-and-white portable sets 
in December alone; still a third re- 
tailer in Manhattan’s most affluent 
residential section revealed he moved 
exactly a dozen color sets through all 
of last year; a tv, radio and appliance 
store in the Fifth Avenue business 
area answered the how-many-color- 
sets-sold-last-year question with an 
offhand “oh, six, nine, under 10, any- 
way.” 

The two exceptions noted were, not 
surprisingly, the two largest and best- 
known outlets visited. Vim Television 
& Appliance Stores, for years one of 
the biggest dealers in the east, with 
61 branches in New York City, New 
Jersey, Westchester County and Long 
Island, reported 600 color sales in 
1957 in New York store 
alone, representing a 50-per-cent in- 
crease over 1956 and five per cent of 
its total tv-set sales last year, and an 
average of 40 tint sets sold in each 
of its other stores. 


its main 


Liberty Music Shops, with four 
class establishments scattered around 
Gotham’s plush East Side, also re- 





Daytime Push 


Tv reps are putting heavy pro- 
motion behind daytime. 

Three of the biggest have come 
through in recent weeks with buy- 
ing plans, flip charts and bro- 
chures calculated to move new 
advertisers to the sunny side. 

Peters, Griffin, Woodward’s 
touring chart promotion for spot 
in general (see Tv AGE, Dec. 16) 
has a large segment devoted to the 
10 plan in daytime versus network 
on cost-per-thousand. 

H-R Television, Inc., has pub- 
lished a 12-page illustrated book- 
let on the 10 plan and daytime. It 
states that daytime delivers a sales 
message with 67 per cent more 
efficiency than nighttime. There’s 
also a section showing how major 
advertisers have increased sales by 
switching to daytime spot sched- 
ules. 

Blair-TV has announced a plan 
called Purse-suasion. It purports 
to enable advertisers to cover the 
total daytime audience of a tv 
station. According to the plan, an 
advertiser can buy on the complete 
Blair list a Monday-through-Fri- 
day schedule of two announce- 
ments, 10 one-minute announce- 
ments and 10 chain breaks—for 
a littke more than the average 
time-and-talent cost of one day- 
time network quarter-hour. 





ported “more than satisfactory” busi- 
ness in color receivers, without, how- 
ever, mentioning any figures, round or 
specific. Liberty further predicted the 
possibility of sharply increasing color 
sales this spring that could lead to the 
long-awaited breakthrough before the 
year is over. 

Several dealers had 
which they feel would encourage 
color-set purchasing by eliminating 
some of the service-charge angles. One 
tv-store manager expressed the thought 
that the first service call should be free, 
which “might ready the customer psy- 
chologically for a service contract.” 
Another believes that the service cost 
ought to be reduced and then be ab- 
sorbed via a $30 or $40 increase in the 
price of the set. 


suggestions 


“I know the high 
enough now,” this dealer said, “and 
tacking any more on it is hardly the 
way to win friends and influence cus- 
tomers. But I’m convinced that in a 


price tag is 


good many cases it would spell the 
difference between a sale and no sale. 
That stiff service charge too often is 
the jolt that decides a customer not 
to buy, either because of the money 
itself, resentment at having to pay so 
much on top of the cost of the set, 
or apprehension as to the basic quality 
of a product that seems to need such 
expensive and prolonged servicing.” 

In an attempt to spur retailer en- 
thusiasm—as well as in support of its 
theory that public exposure to color 
tv is the crux of the whole matter— 


RCA last month launched a_ wide- 
spread dealer campaign featuring 


greatly increased trade-in allowances, 
for a limited period, on black-and- 
white receivers in purchases of any 
of 1] 


coordinator Bill 


model in its line color sets. 


“This,” 


Boss, “is our most important promo- 


says color 
tion for the first quarter of °58, and 
we're confident we'll experience good 
sales through trade-ins over these 
three months.” 
According to C. P. Baxter, vice 
president and genera! manager of the 


RCA Victor Television 


trade-in campaign was also prompted 


Division, the 


by “extraordinarily good Christmas 
sales, plus our finding that two out 
of three purchases of color sets are 
based on recommendations of persons 
who already own them.” 

The campaign is utilizing extensive 
cooperative advertising in local news- 
papers and on tv and radio, along 
with special sales-promotion material 
and _ in-store 
“And,” says Mr. Baxter, “the color-tv 


values that will be offered undoubt- 


for window displays. 


edly will never be duplicated in the 
months ahead. With the present cost 
trend building up, we anticipate that 
color-television prices in the future 
will be higher than they are now.” 

In a different type of effort to re- 
duce by a considerable margin the 75 
per cent of potential color customers 
who haven’t yet been exposed to co- 
axial pigmentation, RCA initiated a 
series of “Color Carnival” promotions 
in Milwaukee last May that has since 
been expanded to take in more than 


(Continued on page 74) 
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Film (Continued from page 53) 


pany’s president, Saul Jeffee, believes 
will be a period of growth in the 
demand for quality color processing. 

The new installation, representing 
a $2-million investment, is geared to 
handle a_ half-million feet of film 
daily. Both 35mm and 16mm color can 
be processed in a number of tech- 
niques. Coupled with Movielab’s long- 
established black-and-white facilities, 
the additional color-processing plant 
enables the company to offer a com- 
plete film-processing service at one 
location. 

Unique features of the new plant 
are an electronic brain operating from 
a control tape which insures scene-by- 
scene color balance, and an “octette” 
printer which makes eight reduction 
prints simultaneously from a 35mm 
negative. The new installation was de- 
signed by chief engineer James Kaylor 
and superintendent Nicholas Gen- 
singer, in cooperation with the East- 
man Kodak Co. and other leading 
suppliers. 


ACADEMY PICTURES, INC. 


Completed: Holsum Unified Bakery Program, 
(Holsum and Franz bread), W. E. Long; 
Ford Motor Co. (engines), JWT; Ontario 
Hydro (electricity), McKay; General Elec- 
tric Co. (Live Better Electrically), BBDO; 
Wise Potato Chip Co. (potato chips), Lynn; 
Frito Co. (corn chips), Tracy-Locke; Con- 
tinental Baking Co., Inc. (Wonder brown 
rolls), Bates; Union Carbide Corp. (institu- 
tional), Mathes; Schick, Inc, (razor), B&B; 
Sterling Drug, Inc. (Fletcher’s Castoria), 


Carl S. Brown; National Biscuit Co. (Home- 
town bread), McCann-Erickson. 

In Production: Schick, Inc. (Show open- 
ing), B&B; Brown & Williamson Tobacco 
Corp. (Kool cigarettes), Bates; J. L. Prescott 
Co. (Dazzle Bleach), Monroe F. Dreher; 
Mentholatum Co. (Colban), JWT; Detroit 
Edison Co. (electricity), Campbell-Ewald; 
Gunther Brewing Co., Inc. (beer), L&N; 
Columbia Records, Inc. (records), McCann- 
Erickson; Sylvania Electric Co. (light 
bulbs), JWT; National Biscuit Co. (Home- 
town Bread), McCann-Erickson. 


AMERICAN FILM PRODUCERS 


Completed: Uddo & Taormina Co. (Pro- 
gresso food products), Carlo Vinti; Mennen 
Co. (Skin Tone), McCann-Erickson; Mayor’s 
Committee for Pedestrian Safety (pedestrian 
safety), McCann-Erickson; Esso Standard 
Oil Co, (gasoline), McCann-Erickson. 

In Production: Uddo & Taormina Co. (Pro- 
gresso food products), Carlo Vinti; Esso 


Standard Oil Co. (gasoline), McCann- 
Erickson. 
COUSENS-BLAIR 


PRODUCTIONS, INC. 


Completed: Union Carbide Corp. (insect 
repellant), Mathes; Lever Bros. Co. 
(“Praise” beauty bar), Cockfield, Brown; 
Minute Maid Corp (chocolate mix), Bates; 
American Travelers Cheques, B&B. 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: U.S. Steel Corp. (steel prod- 
ucts), BBDO; Hills Bros. Coffee, Inc. (in- 
stant coffee), Ayer; Colgate-Palmolive Co. 
(Fab), Bates; General Motors Corp. (car 
dealers, Wide Wide World show opening), 
MacManus, John & Adams; American To- 
bacco Co. (Hit Parade cigarettes), BBDO. 


GOLDSWAN PRODUCTIONS 


Completed: Charmin Paper Mills (toilet 
tissues), Campbell-Mithun;  Colgate-Pal- 
molive Co. (Ajax), Houston; American 
Dairy Assn. (butter), Campbell-Mithun. 


HANKINSON STUDIO, INC. 


Completed: American Cyanamid Co. (Aure- 
omycin, Aureomycin Crumbles), C&W; Con- 
tinental Oil Co. (Conoco Royal), B&B. 

In Production: American Cyanamid Co. 
(Aureomycin, Amino-Triazole, Rovac), 


C&W; Continental Oil Co. (Conoco Royal), 
B&B; Chase Manhattan Bank (savings ac- 
count), C&W; National Biscuit Co. (shred- 
ded wheat), K&E. 


KEITZ & HERNDON 

Completed: Mishawaka Rubber & Wool Co. 
(Dura-Kool shoes), Campbell-Mithun; O. A. 
Sutton Corp, (Vornado air conditioners), 
Lago-Whitehead; Standard Oil Co. of In- 
diana (oil and gasoline), D’Arcy. 

In Production: Lone Star Brewing Co. 
(beer), Glenn; Derby Refining Co. (oil and 
gasoline), McCormick-Armstrong. 


JAMES LOVE PRODUCTIONS 
Completed: Westinghouse Electric Corp. 
(Better Tomorrow), McCann-Erickson. 

In Production: Libby-Owens-Ford Glass Co. 
(Parallel-O-Plate), F&S&R; Westinghouse 
Electric Corp. (Hall of Fame), McCann- 
Erickson. 


MPO TELEVISION FILMS, INC. 


Completed: R. J. Reynolds Tobacco Co. 
(Salem cigarettes) , Esty; Oldsmobile Div. of 
General Motors Corp. (Oldsmobile cars), 
D. P. Brother; 5 Day Laboratories, Div. of 
Associated Products, Inc. (5 Day deodor- 
ant), Grey. 

In Production: Coca-Cola Co. (Coca-Cola), 
McCann-Erickson; Lever Bros. Co. (Wisk), 
BBDO; Andrew Jergens Co. (Woodbury 
soap), C&W; Paper-Mate Co., Inc. (pens), 
FC&B; Chesebrough-Pond’s, Inc. (Pond’s), 
JWT: General Electric Co., BBDO; Revlon 
Products Corp. (Hi & Dry), Emil Mogul. 


FRED NILES PRODUCTIONS 
Completed: Sun-Times, Inc. (newspaper pro- 
motion), John W. Shaw; Texize Chemicals, 
Inc. (household detergent), Henderson; 
Lewis-Howe Co, (Tums), McCann-Erickson; 
Kelsey-Fraser Co. (heat pumps, ranges, re- 
frigerators, washers, dryers, combinations, air 
conditioners), direct; Shakespeare Sporting 
Goods Co. (fishing rods), McDonald-Cook. 


In Production: Procter & Gamble Co. 
(American Family flakes and detergent), 
Tatham-Laird; Quaker Oats Co., Wherry, 
Baker & Tilden; Texize Chemicals, Inc. 
(bleach and starch), Henderson. 


RAY PATIN 
PRODUCTIONS, INC. 


In Production: American Lutheran Church 











GREAT PROGRAM EXCLUSIVE 
IN CHICAGO!! 


“Ding Dong School” 
with Dr. Frances Horwich 


Former network program now racking up 
leading audiences in the 9:00-9:30 A.M. 
period, Monday thru Friday. Average quarter 
hour rating—6.5 in December ARB! 


WGN-TV 


Channel 9 
Chicago 
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(religious film), direct; General Foods Corp. 
(Jell-O), Y&R. 


SARRA, INC, 
Completed: Lambert-Hudnut Div. of Warner- 


Lambert Pharmaceutical Co. (Sportsman 
grooming essentials), NC&K; Sperry & 
Hutchinson Co. Green stamps), 


SSC&B; Pet Milk Co. (instant nonfat dry 
milk), Gardner; Salada-Shirriff-Horsey, Inc. 
(Salada tea), SSC&B; John H. Breck, Inc. 
(Hair Set Mist), H. B. Humphrey, Alley & 
Richards; Atlantis Sales Corp. (French’s 
Instant Potato), JWT; O’Keefe’s, Inc. (Old 
Stock ale), Comstock; National Biscuit Co. 
(Nabisco), McCann-Erickson. 


TELESTUDIOS 


Completed: Sylvania Electric Products, Inc, 
(flash bulbs), JWT; Kellogg Co. (Rice 
Krispies), Burnett; American Telephone & 
Telegraph Co. (extension phones), Ayer; 
Lever Bros. Co. (Snow White), SSC&B; 
Sun Oil Co. (Sunoco), SSC&B; J. B. Wil- 
liams Co. (Kreml), Parkson; Serutan Co., 
Parkson; Vick Chemical Co., Morse Interna- 


tional; Liggett & Myers Tobacco Co., Inc. 
(L&M filters), D-F-S. 

TRANSFILM, INC. 

Completed: Cadillac Motor Car, Pontiac 


Motor Div. of General Motors Corp. (Cadil- 
lac and Pontiac cars), McManus, John & 
Adams; Radio Corp. of America (RCA 
Victor record albums), Grey; Zenith Radio 
Corp. (tv sets), Earle Ludgin; A. C. Gilbert 
Co. (toys), Remsen; Lionel Corp. (trains), 
Grey; Phillips-Van Heusen Corp. (Van 
Heusen shirts), Grey; Boyle-Midway, Inc. 
(Grifin ABC paste), Geyer; American 
Chicle Co. 


(Rolaids), Bates; Genesee Brew- 


Fourth Renewal 


The M. Oser Co., a department 
store, has been signed for the 
fourth year by KHSL-Tv Chico, 
Calif. The live program is sched- 
uled each Monday and Friday at 
6 p.m. Hostess Jerry Bowen inter- 
views guests on various aspects 
of fashion and home decoration. 
Fashion models display 
gowns. Advertising is placed di- 
rect. Will Oser is the store’s prin- 
cipal executive and Ted Merriam 
is advertising manager. 


also 


ing Co., Inc. (beer), Marschalk & Pratt 
Div. of McCann-Erickson; Thomas J. Lipton, 
Inc. (tea), Y&R; Am-Par Record Corp. 
(records), Buchanan. 


VAN PRAAG PRODUCTIONS 


Completed: Chrysler Corp. (cars), McCann- 
Erickson; Delco-Remy Div. of General Mo- 
tors Corp. (batteries), Campbell-Ewald; 
Continental Baking Co, (Wonder bread), 
Bates; Westinghouse Electric Corp. (tv sets), 
McCann-Erickson; Ford Motor Co. (insti- 
tutional), K&E; Helme Co. (Snuff), CBS- 
Terry Toons, C&W; Mutual of Omaha (in- 
surance), Bozell & Jacobs; Dodge Div. of 
Chrysler Corp. (trucks), Grant. 


(cars), Me- 


In Production: Chrysler Corp. 


Cann-Erickson; Ford Motor Co. (institu- 
tional), K&E; Westinghouse Electric Corp. 
(vacuum cleaners), McCann-Erickson; 
Delco-Remy Div. of General Motors Corp. 
(batteries), Campbell-Ewald; D-X Sunray 


Oil Co. (D-X Boron gas), Potts-Woodbury; 
Mutual of Omaha (insurance), Bozell & 
Jacobs; Richfield Oil Corp. of N.Y. (gas- 
oline), Hixson & Jorgensen; Aluminum Co. 
of America (Alcoa aluminum), F&S&R 
Mercury Div. of Ford Motor Co. (Mercury 
cars), K&E; Documentary: 1958 Orange 


Bowl Highlight film. 
ROGER WADE PRODUCTIONS 


In Production: Tasty Baking Co. (Tasty- 
kakes), Ayer; R. T. French Co. (French’s 
birdseed), Richard A. Foley; U.S. Air Force 
(training films), direct. 


WONDSEL, CARLISLE 
& DUNPHY 


Completed: Andrew Jergens Co. (Woodbury 
shampoo), C&W; Armour & Co. (franks), 


Ayer; Hazel Bishop, Inc. (lipstick), Ray- 
mond Spector; Narragansett Brewing Co. 
(beer), C&W; Royal McBee Corp. (Royal 


Y&R. 
American Home Foods, Inc. 
Y&R; Standard Brands, 
Inc, (Chase & Sanborn instant coffee), 
Compton; Armour & Co. (franks), Ayer; 
A. Folger & Co. (instant coffee), C&W; 
Chesebrough-Ponds, Inc. (Vaseline Petrol- 
eum jelly), McCann-Erickson; Narragansett 
Brewing Co. (King size, Imperial bottle), 
C&W; Nestle Co., Inc. (Quik), McCann- 
Erickson; Prince Matchabelli, Inc. (Poly- 
derm), Morse International; Warner-Lam 
bert Pharmaceutical Co. (Virisan), Bates. 


typewriters), 
In Production: 
(Chef Boy-Ar-Dee) , 





16/35mm Titler and 
Special Effects Kit 





For Top Professional Results! 


Produces widest range of titles, trick films, 
cartoons, animation, etc. Takes most types of 
movie cameras. Horizontal and seutieal caeun- 
tion. Table adjustable north, east, south, west. 
Title board size 7%” x 914” with tipping 
frame, overall dimensions 40” x 15” x 12”, 
weight 40 Ibs. Complete with all accessories. 


* Twin lamps with reflectors for front and rear 
illumination. 

Title card frame, platens at top and bottom. 
> ge scale for correct setting of camera 
ens. 

Running plus climbing title device for producing 
any number of title lines. Turntable for rotat- 
ing titles, small objects and many other pur- 
= 


ODEL TG lil, — : 175 
MODEL TG ut, 16mm 3223 
MODEL TG IV, 16/35mm (illustrated) 325 


Write for brochure 


5.0.5. CINEMA SUPPLY CORP. 





§.0.$. Junior Tripod 


For Top Performance 


me 


Vastly 
Improved 
over 
any 
tripod 
in its 
class! 





For all types of medium weight cameras 


Outside, knurled camera tightening knob 
with angle gears @ Telescoping, offset tri- 
pod handle with second handle position @ 
Positive pan and tilt locks, with large tighten- 
ing levers @ Detachable, precision machined 
friction plate @ One-piece leg locking knobs 
for quick adjustments, even tension @ Alu- 
minum leg supports with leg rest ledge- 
aluminum leg bearings @ Extra smooth fric- 
tion head—guaranteed for 5 years @ Sea 
soned, solid hardwood legs, oil treated and 
polished—will not stick. 


ONLY $14 5 isturay Fibre Carrying Case $18) 


Write for brochure 





Ediola Action Viewer 
and Sound Reader 





Available for Immediate Delivery! 
Professional Ediola 16mm Sr. Action Viewer 
that projects big, clear aerial image—operates 
left to right—roller smooth action eliminates 
film scratching and damage to sprocket holes 
tension device keeps image in constant focus— 
built-in cue marking device humfree ampli- 
fication—synchronized with Precision Sound 
Readers on Special Base or may be separated 
Hy individual use. 
$.0. . Action Viewer $139.95 
5.0.5. Optical Sound Reader $185.00 
$.0.S. Sr. Viewer Sound Reader and Base 45 
$.0.S. Ediola Base only $ 49.50 
Write ter brochure 
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WeRRY 
CURE CANCER 


If cancer is detected in its 
early, localized stage, the 
chances for cure are very much 
better. Play it safe and smart. 
See your doctor for a checkup 


every year. 


And fight cancer with a check! 


Mail it to 
CANCER, in care 
of your local 
post office 
—Now 


AMERICAN 
CANCER 
SOCIETY 


FPA ELECTS ZUCKER 

Nathan Zucker, veteran film pro- 
ducer and president of Dynamic 
Films Inc., has been elected president 
of the Film Producers Association of 
New York, Harold E. 
Wondsel. 

The FPA, with 31 members produc- 


succeeding 





ing theatrical and non-theatrical films 
for industry, education, government 
and television, has announced plans to 
widen its ranks to permit associate 
memberships from laboratories, re- 
cording studios, film stages, special- 
effects firms other 


and components 





CECO microwave relays 


conquer space barriers 





Micro Wave Relay 
Beam Refiector Head 
Perfect for parabolas up 
to 6-ft. diameter. With- 
Stands torques of 225 ft. 
pounds in elevation and 
150 ft. pounds in azi- 
muth. Environmental 
treated for extreme wea- 
ther conditions. 
$285.00 Relay Tiit 
Head Only 


Whether it’s a fixed station or a mobile unit, Ceco 
microwave equipment surmounts the communica- 
tion barrier. Because CECo equipment is built to 
a quality that is actually higher than the official 
standards. For dependable pickup and relay under 
adverse climatic conditions, you're wise to play 
safe with CEco. 

ALL METAL TRIPOD 
Has cast top flange and 
upper leg portion made 
of one piece aluminum 

alloy castings. Legs slide 
easily and have tie-rods 
to center for automatic 

leveling. Accepts 
Balanced TV Head, 
Micro Wave Relay Beam 
Reflector Head ( illus.) 
and other similar 
professional tripod 
heads. $260.00 

Metal Tripod only. 








FRANK C ZUCKER 


(+ AMERA CQuipment C., Inc. 





Dept. V 315 


70 February 24, 1958, Television Age 


West 43rd St., New York 36, N. Y. JUdson 6-1420 


ox 





of New York film production. 
Approximately 50 new members are 
expected to join the organization, 
thereby strengthening its campaign to 
gain increased support and recogni- 
tion of New York as a major motion- 
picture center. 

Additional officers elected for 1958 
are: vice president, Lee Blair, TV- 
Film Graphics, Inc.; secretary, Mrs. 
Maxine Culhane, Shamus Culhane 
Productions, Inc.; treasurer, Edward 
J. Lamm, Pathescope Co. of America, 
Inc. 





Toll Foes 


Two hundred residents of Bar- 
tlesville, Okla., the city of the 
toll tv movies, have expressed 
their opposition to pay tv. 

James C. Richdale, vice presi- 
dent and manager of 
KOTV Tulsa, spoke out on his own 
station 


general 
against tollvision, He 
asked viewers to send in a vote 
for or against toll. 

The station received 2,900 re- 
plies, all opposing pay tv, 200 
of them from the test city. 

In his talk, which followed a 
feature film, Mr. Richdale said, 
“You as a viewer would most 
assuredly stand to lose if you 
were forced to bear the freight 
or pay for the fine television en- 
tertainment which now comes in- 
to your living rooms through the 
courtesy of the advertisers. 

“Whether you are for or 
against pay television, it is ur- 
gent that you make your feelings 
known to your elected repre- 
sentatives in Washington imme- 
diately.” 

He told viewers that re- 
sults would be tabulated and for- 
warded to congressmen. 
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in the slow audience expansion. Jack 
Mullowney, director of advertising 
and merchandising for the company, 
says that color commercials were pre- 
pared at that time but have been used 
only in black-and-white. 

Speculating on the value of color, 
he says, “we think the color television 
commercials that we have seen are 
much more effective than black-and- 
white, especially when the packaged 
appearance of the product is given 
emphasis. In this age of self-service, 
it is important, in our opinion, to em- 
blazon the exact appearance of the 
package in the viewer’s mind—and 
color is certainly one of the major 
factors in creating the exact impression 
and an impression that will be re- 
membered and will help bring about 
the final sale.” 


American Dairy Likes Color 


The American Dairy Association has 
long been a believer in the value of 
color in its print advertising. Frank 
R. Neu, director of public relations, 
says, “There is no doubt in our minds 
about the much greater effectiveness 
of color commercials, as compared 
with black-and-white, in television. 

“We have, for years, done most of 
our food advertising in the printed 
media in color, because we know this 
is a much more attractive way to pre- 
sent foods,” he adds. “For this very 
same reason we are producing more 
of our tv commercials in color in 
anticipation of the day when color 
telecasting and receiving will be very 
widespread.” 

S. A. Schonbrunn & Co., distribu- 
tors of Savarin and other coffees, feels 
strongly about the difference between 
monochrome and tint. J. E. Mazzei, 
sales and advertising manager, says: 
“We feel that color commercials are 
far more effective than black-and- 
white. To us, it is the difference be- 
tween still wine and champagne. The 
only problem in this connection is the 
small number of color tv sets in use.” 

A southern brewer, Jackson Brew- 
ing Co., of New Orleans, first used 
color commercials in 1955, but “real- 
ized few benefits because the tv color- 
set distribution was so sparse,” says 
Robert J. Fabacher, director of adver- 
tising. “Recently, we started a color 


show in San Antonio,” Mr. Fabacher 
continues, “but do not feel that our 
experience has been extensive enough 
to make any definite comment on the 
effectiveness of color. We have re- 
ceived many nice compliments on the 
show,” he adds. 

Several candy companies are experi- 
menting with color commercials. Plant- 
ers Peanuts, of Wilkes-Barre, has used 
both types but so far has reached no 
conclusion. 

Hollywood Brands, of Centralia, 
lll., has no film commercials in color 
but has used several live spots, ac- 
cording to G. R. Edgar, advertising 
and promotion manager. “It is our 
sincere belief that color television it- 
self is much too young and too much 
in its infancy to have any great im- 
pact or to be a deciding factor as of 
this date,” he says. 

Reed Candy Co., of Chicago, has 
also used some color commercials, but 
William T. Reed, president, feels that 
its experience has been so limited that 
a comparison of effectiveness is not 
justified. 

Jack R. Green, a media director at 
J. Walter Thompson Co., interested in 
the Lever account, believes that “the 
basic question of color vs. black-and- 
white lies essentially in the creative 
approach (rather than the media area) 
because color adds a whole new and 
exciting dimension to creative plan- 
ning possibilities. Most commercials 
on the air today were planned for 
presentation on black-and-white sets, 
and the majority of these would prob- 
ably not register any significant im- 
provement in viewer impact merely 
through a change to color projection. 

“For example,” he adds, “I suspect 
that many of the current cartoon and 
mood commercials are planned as in- 
genious devices for getting around the 
‘color barrier’ in registering essential 
copy points. However, from observa- 
tion of the experimental work in our 
tv workshop it is apparent that the 
extra dimension of color presents an 
opportunity for new approaches that 
promise in many product categories to 
»xceed the most effective current black- 
and-white commercials. 

“Some black-and-white commercials 
will undoubtedly still appear in the 
annual selections of the year’s best 
campaigns long after color tv is uni- 
versally available—because the right 


idea for a good product will continue 
to be the acid test for all commer- 
cials. But the black-and-white 
mercials that make the lists will meet 


com- 


increasingly strong competition due to 
the greater latitude that color gives in 
planning what to say and how to say 
it.” 

Warren Gerz, television and public- 
relations manager of Lever Bros., of- 
fers the opinion that live color has 
proved more effective than color film 
for his that 
there is a great difference in the im- 


company. He believes 
pact of color, as compared with black- 
and-white, and thinks this will be even 
more pronounced as the color audi- 
ence increases. 

Although S. C. Johnson & Son has 
two color television shows (Steve Allen 
and Red Skelton), Douglas L. Smith, 
advertising and merchandising direc- 
tor, says, “We have produced few of 
our commercials in color. 

“However, we are interested in pro- 
ducing color commercials as fast as 
it seems wise and also in acquiring 
what experience we can in color. For 
the future I consider the use of color 
a vital and wonderful thing which 
will enhance the power of television 
even further as the greatest selling 
medium there is for products such as 
ours at Johnson’s Wax.” 


Johnson for Pride 


Johnson has just finished making a 
color commercial for Pride, a furni- 
ture wax. Background for the com- 
mercial is a beautiful room with a 
fine piece of furniture, which, with 
the aid of color, serves perfectly to 
illustrate the polishing quality of the 
product. 

Daniel Welch, 


Needham, Louis & Brorby, Chicago, 
and supervisor of the Johnson account, 


vice president at 


says, “Since most Johnson products 
are involved with making homes more 
beautiful, the impact of color in trans- 
mitting this particular qualitative as- 
pect of our tv is very great indeed. 
Most of our commercials deal with 
interiors, floors and wood grains, and 
the finish Johnson products apply can 
be wonderfully stated in color tv.” 
Knomark Manufacturing Co., mak- 
ers of Esquire boot polish, has found 
that 
effective than the 


“color commercials are more 


same commercial 
(Continued on page 72) 


February 24, 1958, Television Age 


71 








(Continued from page 71) 


Impact 


done in black-and-white”, according to 
Harold Holden, advertising manager. 
However, Mr. Holden has found that 
commercials done in color have to be 
corrected for the larger black-and- 
white audience, and as a result the 
colors are not quite true on color sets, 
detracting to some degree from the 
color effect. 

While Chesebrough-Pond’s has not 
yet used color tv commercials, it has 
had some experience in color film com- 
mercials used in movie houses for 
advertising abroad, according to John 
Russo, J. Walter Thompson vice pres- 
ident. These commercials were used 
on black-and-white tv in the U. S. The 
films make up an important part of 
Chesebrough-Pond’s foreign advertis- 
ing, and are used in 40 different 
countries, utilizing as many as 19 
different language soundtracks. 

Noxzema Chemical Co. uses color 
commercials in its sponsorship of the 
Perry Como Show, “but up until now,” 
says H. W. Grathwohl, vice president 
and director of advertising, “the num- 
ber of homes with color sets has been 
so inconsequential that we have not 
attempted to find out whether there 
is any difference in sales impact or 
not.” 

H. A. Rosenquist, advertising man- 
ager of Speidel Corp., quotes his ad- 
vertising agency (Norman, Craig & 
Kummel) as favoring color commer- 
cials for color programs because of 
a new photographic development. Pre- 
viously, some of the Speidel spots on 
The Price Is Right have been in multi- 
chrome. 

“Until this season,” the agency 
spokesman says, “our products did 
not reproduce in color satisfactorily. 
Just in the last three months we have 
secured color photography of our 
products that really enhances their 
appearance and, when reproduced 
over the color system at the network, 
loses very little of the quality of the 
color film.” 

-In view of this, the agency favors 
using color commercials in the future. 

At Gillette Safety Razor Co., A. 
Craig Smith, vice president, offers the 
opinion that “color commercials have 
considerably more impact than black- 
and-white, particularly and obviously 
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for certain productions, and that 
black-and-white suffer 
deplorably in a color show.” 

Jack Simpson, vice president for 
television and radio at Foote, Cone 
& Belding, says that commercials for 
the colorcast Hallmark Hall of Fame 
programs “are done live and in color 
and have proved highly successful.” 

Household Finance is another large 
advertiser that decided it was prudent 
to produce its commercials in color 
as well as black-and-white “as insur- 
ance,” says A. G. Waack, vice presi- 
dent and director of advertising. Since 
the number of color viewers is still 
limited, these commercials have not 
been used on the air. In showings off 
the air, Mr. Waack feels that “there 
is every indication viewers prefer col- 
black-and-white. Naturally 
they have a great deal more life and 


commercials 


or over 


can be compared with color movies 
versus black-and-white. I have every 
reason to believe that when the num- 
ber of viewers is great enough to 
make an on-the-air test, we will find 
that color commercials probably will 
carry more impact and far greater 
retention value.” 


Others Experiment 


Even firms with products not usu- 
ally thought of as being enhanced 
by color have been experimenting with 
the medium. Millers Falls Tools, as 
an example, has made a 1214-minute 
public-service film with tie-in com- 
mercials which were an instant success 
at dealer meetings. 


The Timken Roller Bearing Co. has 





Spot Wheel 


WBNSs-TvV Columbus, O., has 
printed a wheel-chart that gives 
the approximate cost-per-thousand 
on any spot buy. 

The calculator automatically di- 
vides the rating into the number 
of tv homes for a commercial and 
the cost. 

The reverse side is a map of the 
station’s coverage. There is a list 
of the top 30 markets attached, 
and a sample buy from the station 
is outlined on a separate piece of 
paper. 

The wheel is being distributed 


to agency men and advertisers. 





used color commercials in connection 
with a color television program but, 
differing from some other advertising 
men, S. T. Salvage, advertising man- 
ager, offers the opinion “that our 
commercials when shown in black-and- 
white were equal to those shown in 
color.” 

At U.S. Rubber Co., C. H. Gilbert, 
director of advertising, comments that 
“if color is a sales feature of the 
merchandise itself—and I think we 
all have ample evidence that it is— 
then color in the tv commercial ren- 
ders it more realistic, more palatable, 
more artistic. Just as color adds ap- 
peal to the entertainment section of 
the program,” he adds, “it makes the 
commercial more appealing to the eye. 
The real $64,000 question is whether 
the added cost of color is justified. 
In magazines, newspapers, printed ma- 
terial and posters, color has earned its 
place in the sun. It is my opinion that 
color history will repeat itself in this 
newer medium of the air.” 

Pointing out that color is very im- 
portant in selling bathroom fixtures, 
R. W. Williams, manager of advertis- 
ing and_ sales 
American-Standard 
heating division, says that his com- 


promotion for the 
plumbing and 


pany has used: only two tv commer- 
cials in color. “Although these com- 
mercials were costly,” he points out, 
“we were pleased with them, and I 
believe we would continue to con- 
sider the use of color commercials 
in the future in the event that we do 
any television advertising.” 

Of course, color’s principal sponsor, 
the Radio Corp. of America, has been 
a firm believer in the effectiveness of 
color commercials and has used them 
liberally to promote all of the prod- 
ucts it sells to the general public. 

“From our general marketing and 
psychological studies we know that 
color can work for us in two ways,” 
says Ralston H. Coffin, vice president 
for advertising and sales promotion. 
“It can create and sustain attention, 
thereby increasing the effective audi- 
ence size of our commercials, and can 
increase the of our 
commercials through added realism, 
beauty and emotional involvement.” 

Referring to the Schwerin Research 
project, which tested a number of RCA 
commercials in color and black-and- 


persuasiveness 








white, Mr. Coffin points out that the 
“test included commercials for all 
major RCA Victor consumer products. 
The two versions of the same com- 
mercial were tested among different 
audiences. 

“The commercials were evaluated 
primarily on the basis of Schwerin’s 
competitive preference increment, 
which measures the persuasiveness of 
commercials in building brand pref- 
erence. For all products studied, the 
findings showed that the average gain 
in preference produced by color com- 
mercials was much higher than the 
gain produced by the corresponding 
black-and-white versions of these com- 
mercials. In some cases, the competi- 
tive preference increments for com- 
mercials in color were twice their 
black-and-white counterparts.” 

A table which was a part of the 
Schwerin study shows: 


Competitive Preference Increments 


Color 

Advan- 
B&W Color tage 
Tv sets +5 +10 +5 
Radios +9 +14 +5 
Hi-Fi’s +5 +13 +8 


Phonographs +3 +5 +2 
Records +7 +14 +7 


Parts of this study also showed that 
when a product is seen in its natural 
setting and use, the increment in favor 
of color over black-and-white is sub- 
stantially higher than when a “show- 
case” or abstract setting is used, Mr. 
Coffin added. “Apparently when color 
is used primarily to create an effect 
against an abstract background, it 
tends to add little to the effectiveness 
of the communication.” 





Labs (Continued from page 45) 


was that the creation of a still-faster, 
more flexible color film with an index 
of around 125 would enable news 
photographers to use more color. This 
would add to the immediacy and im- 
pact of television newscasts, which 
have generally high audience ratings. 

Lowering of prices on raw color 
film was also advocated by a Movie- 
lab spokesman, who compared the 
price of $125 for 1,000 feet of 35mm 
color negative with the $45 charged 





Color Via Closed-Circuit 


Closed-circuit color television celebrated its first anniversary in January, 
which is the same as saying that Closedcircuit Telecasting System, Inc., was 
a year old last month. CTS’s first year of big-screen, closed-circuit tint opera- 
tions as the only company in the closed-circuit business presently offering 
color in addition to black-and-white has closely paralleled the early years of 
monochrome closed-circuit in two respects. 

First, the company acquired and perfected the necessary equipment and 
techniques, and, second, it obtained as its first clients groups in the medical 
and dental fields. Several inter-city color sessions for these groups have 
emanated from a special color-studio operating room at Washington’s Walter 
Reed Hospital and have been received in New York and Chicago. One such 
session last December was viewed by 1,700 dentists in New York’s Statler 
Hotel. 

Included in CTS’s inventory is over $250,000 in the latest color-projection 
equipment and service purchased from RCA and now located in 32 cities 
serving hotel ballrooms and auditoriums in more than 50 cities. This equip- 
ment is set up to project a six-by-eight-foot color picture, and $200,000 worth 
of new projectors, bought from the Philips Co. of Eindhoven, Holland, will 
supply a nine-by-twelve-foot image and will be based in the largest U.S. cities. 

Currently under negotiation is the purchase of a mobile color unit, which 
would make it possible for CTS to produce live sessions for closed-circuit 
transmission from virtually any place or under any conditions. 

CTS, whose president is Fanshawe Lindsley, a pioneer in the closed-circuit 
medium, is offering its color service at a 15-per-cent premium over black- 
and-white costs. An average 50-city hook-up, with two-way audio, can be 
delivered for approximately $150,000. 





for the same amount of black-and- 
white film. 

For the future, the laboratories def- 
initely look upon color to meet great, 
widespread acceptance. Exact dates 
estimated vary, with the consensus 
lacing the big color boom about two 
vears away. 

In the meantime, sparked by the 
confidence in color shown by Movie- 
ab’s construction of a new color plant 
(see On Film this issue), many of the 
yrocessors are preparing for increased 
»olor work. Video Film Labs looks to 
an increased advertising program to 
esult in more color processing 
immediately, 

Possible adverse effects of color- 
tape recording on the film processors 
were noted by only one company, with 
the general feeling seeming to be that 
ape is still fairly distant and has too 
nany problems yet to be resolved. 

As noted by a spokesman at Guf- 
fanti Film Laboratories, Inc., film 
producers and the public must only be 
convinced that while the intrinsic 
value of television lays in the subject 
matter of the program, virtually any 
picture shown can be enhanced by 
color. 
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Pulse 


the same as the other television pro- 
grams you watch?” 

Since the earlier study covering 
half as many westerns, the public has 
developed both a higher and a lower 
opinion of the prairie entries. In 
July, 263 respondents found westerns 
more enjoyable than other shows. 
This time there were 320 persons 


(Continued from page 47) 





QUESTION 3: In regard to the 
number of such western pro- 
grams shown on television, do 
you feel there should be more of 
this type of program, fewer, or 
do you feel the number of such 
programs now on television is 
about right? 
# % 

More of this type 68 7.6 
About right at 


present 428 47.9 
Should be fewer 389 843.4 
Don’t know 10 Ll 
Total respondents 

who watched one 

or more western 

programs 895 100 





who said westerns were their favorite 
programming. 

At the same time, in the current 
study 207 respondents said they found 
westerns less enjoyable than other 
kinds of shows, while only 175 had 
that attitude last summer. 

In the first study, 451 persons 
thought westerns were about the same 
as other programming. The figure 
dropped to 371 in the current study. 





QUESTION 4: If you had your 
choice between watching a 30- 
minute western program or one 
running for an hour, which would 
you prefer? 


+ % 

30-minute 392 = 43.7 
60-minute 322 36.0 
No preference 181 = 20.2 
Total respondents 

who watched one 

or more western 

programs 895 100 
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50 major and medium-sized markets, 
so gratifying were the results in the 
Wisconsin city. 

During the five-week, all-out cam- 
paign Milwaukee’s up-to-then normal 
sales of about 12 color tv sets a week 
were increased to 106, a leap of almost 
800 per cent. Home demonstrations of 
tint receivers resulted in sales two 
times out of three, and, RCA signifi- 
cantly adds, 70 per cent of the total 
sales embraced more expensive models 
than the lowest-priced $495 set. 

Local stations telecast about eight 
hours of color, exclusive of network 
tint programs, during the Milwaukee 
“Color Carnival,” with name _ talent 
like Vaughn Monroe and _ Helen 
O’Connell making personal appear- 
ances to augment a heavy promotion 
campaign. 

Following the May push, color sales 
in Milwaukee dropped back to about 
30 a week over the summer, but begin- 
ning in September the weekly count 
bounced to more than 125. RCA 
claims that since the middle of last 
fall the sales rate has been holding 
steady at better than 150 every week. 

Similar “Color Carnivals” in Cin- 
cinnati, Dayton, Columbus and Omaha 





Question 3 in the present survey 
also was a repeat of one asked last 
summer: “In regard to the number of 
such western programs shown on tele- 
vision, do you feel there should be 
more of this type of program on tele- 
vision, there should be fewer, or do 
you feel the number of such programs 
now on television is about right?” 

The big increase here since July 
is the number of people who would 
like to see a decrease in the number 
of westerns. Back then, when the 
sample had 11 shows, 201 respond- 
ents were asking for fewer. Now, with 
the sample containing 23 shows, 389 
in the sample would just as soon have 
a cutback. 

In the earlier study, 608 persons 
thought the number of westerns was 
just about right. Currently the num- 
ber has dropped to 428. Only 68 were 
asking for more westerns this time. 
Eighty were asking for more in July. 
They got ’em. 


brought similar sales results, in vary- 
ing degrees, during 1957’s last three 
months. Omaha’s promotion in Octo- 
ber, over KMTV, consisted mainly of 
on-the-air material and a series of 
live remote color programs that in- 
cluded an operation at the Clarkson 
Memorial Hospital, the Ak-Sar-Ben 
(Nebraska spelled backwards) Coro- 
nation and Ball—the state’s outstand- 
ing social event of the year—and an 
electronic visit to the home of famed 
Nebraska artist Milton Wolsky. 
KMTV, which began live colorcasting 
in 1956 and now does 90 per cent of 
its local programming in color, reports 
that the results of its “Color Carnival” 
from a sales standpoint were “phe- 
nomenal.” One dealer, who had sold 
only 15 color sets during the nine 
months prior to the promotion, sold 
more than 35 in a six-week period, and 
the RCA distributor in Omaha sold as 
many receivers to local dealers over 
the four-week campaign as it had sold 
in the first three-quarters of the year. 
An increasing number of local sta- 
tions throughout the country are hav- 
ing their own individual “Color Car- 
nivals,” although not so named, via 
heavily stepped-up schedules of week 





Eaters Needed 


On tv you can have your cake 
and eat it too. 

Schwerin Research Corp. test- 
ed three 
and discovered that 
ance is much higher when the 
announcer eats the cake. 

Just saying the cake is good 
is not enough. None of the wo- 
men in the audience remembered 
such a commercial. 


cake-mix commercials 


remember- 


The cake shown in an attrac- 
tive setting, however, was remem- 
bered by about half as many 
women as the eating. 

One big disadvantage of tv for 
food commercials, says Schwerin, 
is that few look appetizing in 
black and white (color is another 
story). 

The big advantage is the one 
shown by the demonstration— 
foods can be seen in active set- 
tings. 











in, week out color programming. 
wNnBQ Chicago is doing all its local 
live shows in tint; so are WRCV-TV 
Philadelphia and WHDH-TV Boston. 
WLw-T Cincinnati telecasts 15 hours 
of local color a week, WTMJ-TV Mil- 
waukee 10, wBap-Tv Fort Worth 10, 
wJAc-Tv Johnstown seven, WBRE-TV 
Wilkes-Barre six, and KRON-TV San 
Francisco, KARD-Tv Wichita and WKY- 
tv Oklahoma City schedule five hours 
of locally originated color a week 
each. 

WFIL-TV Philadelphia and wpsu-Tv 
New Orleans broadcast their tint pro- 
grams on a rotating basis, while a fair 
number of other stations devote from 
one to three hours weekly to color 
originations. But curiously enough, 
the first and thus far only station 
designed to operate exclusively in 
not American but Cuban. 
Under the direction of Gaspar Puma- 
rejo, Channel 12 TV Havana was to 
begin telecasting entertainment, news, 
interview and news-feature programs 


color is 





Sells Mufflers 
Caribe Muffler Co. figures that 


more business deserves more tv. 

The company began on wTvJ 
Miami a year and a half ago, us- 
ing the Friday Late Movie (see 
“Tires and Accessories,” TV AGE, 
Feb. 10). There was a business 
increase Saturday and a 25 per 
cent increase in six months. 

With the initial success, Caribe 
added the Late Sports Show. Two 
months ago the company added 
the Sunday Late Weather Show. 

On all the shows Alec Gibson, 
“Mr. Tv in the south,” does hard- 
sell commercials. He assures 15- 
minute service, a guarantee and 
extra hours of business. A film 
showing warehouse stocks and a 
pleasant waiting room is inter- 
jected. 

Caribe’s W. W. Nicholls Jr., 
says, “Our business has increased 
40 per cent over last year at this 
time. I feel that our constantly 
growing schedule on wTvJ has 
brought Caribe Muffler Co. up to 
be the leader in the South Flor- 
ida area and one of the largest 
muffler firms in the entire south.” 








Gathered at the wHBg-tv Memphis party for timebuyers in New York recently 
were (l. to r.) Paul Reardon, Ted Bates; William Grumbles, manager, WHBQ-TV 
Memphis; Frank Howlett, Dancer-Fitzgerald-Sample; Lee Gaynor, Dancer-Fitz- 
gerald-Sample, and George Detelj, Ted Bates. 





last month on a daily 20-hour, color- 
only schedule. 

Likely to have a favorable bearing 
on the whole color picture this year 
is the progress made by RCA and the 
Ampex Corp. in the development of 
color videotape recorders. Before com- 
mercial delivery at the end of the 
year, RCA will have made six of its 
VTR prototypes available to NBC and 
one to WBTV Charlotte. In April NBC 
will start taping all of its chromatic 
shows for west-coast delayed broad- 
cast, making for live-quality color 
programming throughout the nation; 
until now, west-coast viewers have 
seen most color stanzas via lenticular 
film, which is not able to produce as 
good a picture as color tape. 

Ampex has developed a “completely 
elec- 


the 
Ampex black-and-white videotape ma- 


successful” color recorder—an 


tronic device which attaches to 


chines. Deliveries of this color-conver- 
sion accessory on a prototype basis 
will begin in June, with the attach- 
ment available to all Ampex recorders 
by the end of 1958. 

Ampex and RCA have been cooper- 
ating with each other through the 
exchange of patents, and they have 
held discussions on standardization of 
VTR tape so that it can be used inter- 


changeably on each company’s ma- 


chines. There is also the possibility 
that some form of standardization will 
be forthcoming from the Electronic 
Industries Association or the Society 
of Motion-Picture Engineers. 

In technical development, program- 
ming, local-station awareness and ad- 
vertiser and agency interest, color 
television is doing better than all right 
as it enters the latter half of its first 
decade of commercial existence. The 
only problem now is that of putting a 
still more sizable number of sets in the 


family living room. 





BMI Clinics 
Five “Television Talk Clinics.” 
conducted under the auspices of 
Broadcast Music, five 
states during 1957, form the sub- 


Inc., in 


ject matter of a book recently 
published by Channel Press, Inc., 
Great Neck, N.Y. Television—T o- 
day and Tomorrow is a verbatim 
report of Such 
aspects of television programming 


these sessions. 


as special events, children’s pro- 


grams, films, color tv, public- 
service programming, station pro- 
motion and management are 


among the subjects covered by 
more than 30 industry leaders and 
their audiences. 








STATION AND MARKET REVENUE POTENTIALS: What is the advertising 
potential of your market? What is future revenue potential of your station? Do you 
use market advertising potentials, by lines of business, for effective sales planning 
and promotion? Dick Doherty’s “experienced tested” techniques can help you. Write 
or phone: Richard P. Doherty, TELEVISION-RADIO MANAGEMENT COR- 
PORATION, 1816 Jefferson Place, N.W., Washington, D. C.; District 7-1957. 
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great new industrial empire! 
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BATON — STAUFFER CHEMICAL CO. : \ 
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KAISER ALUMINUM & CHEM. CO. \ 
ESSO STANDARD OIL CO. 
ETHYL CORP. 

ALLIED CHEMICAL & DYE CORP. 

COPOLYMER CORP. 
DOW CHEMICAL CO. j 
WYANDOTTE CHEMICALS CORP. . j 
ORMET METALS CORP. f 

















TF. KAISER ALUMINUM / 
Sp. NATIONAL SUGAR REFINING CO. _/ 
Ss, RIVERLANDS — 
2p, WEBB & KNAPP, INC. 
Ne E. I. du PONT de NEMOURS 


for example... 


Spend more — where 
there’s more to spend 


Baton Rouge is the hub of a fabulous 
area producing prosperity and new 
wealth from petroleum, alumina, petro- 
chemicals and many allied industries. 
Payrolls are at an all-time high! 


ET HYL Corporation operates 
world's largest anti-knock compound 
manufacturing plant in Baton Rouge 
Ethyl Corporation’s Baton Rouge plant has produced the 
tetraethy] lead used to improve more than 450 billion gal- 


lons of motor and aviation gasolines. 4000 employees 
share a $26 million payroll. 


Here is spendable income for advertised 
products . . . and WBRZ is the key to 
more sales at lower cost because . . . 


“Onty be Sunshine reaches more homes 


Many of the greatest names in American industry have SZ, 
in this BILLION DOLLAR MARKET!" 


invested hundreds of millions for new plants in this 
“empire area” and others are moving in 


with $254,800,000 in additional plants already 
scheduled. Channel 
Baton Rouge—State Capitol, deep-water port, : 


home of Louisiana State University—is now the BATON ROUGE, LOUISIANA 


center of America’s fastest growing industrial area! Tower: 1001 ft. Power: 100,000 watts 
NBC-ABC 
Represented by Hollingbery 
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In the picture 


Campbell-Ewald, Detroit, has elected a 38-year-old president. He is Thomas B. Adams, 
formerly vice president and assistant to the president. Henry G. Little, chairman of the board 
since 1953 and president since 1952, will continue as chairman of the board. At the same 
time, Colin Campbell, 49, has been named executive vice president. He formerly was senior 
vice president. A native Detroiter, Mr. Adams has been with the agency since 1945. He has 
been an assistant account executive, account executive and account supervisor, in addition to 
acting as assistant to the president for the last several years. Mr. Campbell has been with the 
agency since 1926. He is no relation of the late agency co-founder, Frank Campbell. Colin 
Campbell has been with the Chevrolet account for more than two decades. He will continue 
as supervisor of all Chevrolet account activities. 





Along with three other executives, William A. MacDonough has been appointed a vice 
president at the Kudner Agency, New York. He is an account executive and has been handling 
the Frigidaire account. Formerly he was vice president and director of merchandising and ad- 
vertising of the Crosley-Bendix home-appliance division of the Avco Corp. The other new vice 
presidents are James F. Black, Andrew Diddel and Roger S. Harrison. Mr. Black, who is the 
account executive on Goodyear, joined the agency last year. He had been a vice president and 
account executive at Benton & Bowles. Mr. Diddel had been New York sales manager for 
Eastern Air Lines before joining Kudner a year ago as account executive on the Pan Ameri- 
can Clipper cargo account. Mr. Harrison joined the agency in 1956 to handle the National 
Distillers account. He had been with the J. M. Mathes agency. 





Thomas P. Losee, formerly vice president in charge of the account service division, has 
been appointed assistant to the president and coordinator of corporate services for McCann- 
Erickson. At the same time, Mr. Losee and four others have been elected directors of the agency. 
The others are Peter G. Peterson, Rudyard C. McKee, Paul E. Foley and Phipps L. Rasmussen. 
The agency says that Mr. Losee has a diversified background in account work and planning. 
He came there in 1936 and was named a vice president in 1952. Mr. Peterson has been ap- 
pointed assistant to the president and coordinator of corporate services to the regional offices. 
He was named a vice president and manager of the Chicago office in March 1954. He joined 
McCann-Erickson in 1953. Mr. McKee joined in 1949, Mr. Foley in 1955 and Mr. Rasmussen 
in 1939. 





A 20-year veteran of advertising, Fred Apt, has been named director of media of the Park- 
son Advertising Agency, New York. Mr. Apt started with Warwick & Legler, working mainly 
on the Seagram liquor account. He later joined the media department of Compton Advertising. 
For four years he worked there on various accounts. He left Compton to join the media and 
research departments of Benton & Bowles. He was seven-and-a-half years with that agency in 
various supervisory positions. He took part in media planning on practically all of B&B’s 
major accounts. He joined Pharmaceuticals, Inc. (makers of Geritol, Serutan, Zarumin and J. 
B. Williams products), in 1954. He was media and budget director of the company up to the 
time of his present appointment. Ted Bergmann, president of Parkson, said Mr. Apt’s appoint- 
ment was a part of the agency’s current expansion. 





William R. McAndrew, director of NBC news, has been named a vice president, news 
department. About nine months ago the department was separated from public affairs and 
given individual status. Mr. McAndrew reported directly to Robert Kintner, executive vice 
president of tv network programming and sales. Since that time the department has scored 
several news beats, according to NBC, specifically in coverage of the Little Rock situation, the 
Russian Sputniks and America’s Explorer satellite. Mr. McAndrew began his news career as a 
stringer for the Washington Herald while he was attending Catholic University. After gradu- 
ating, he joined the United Press in the capital city. In 1936, after two years with the news 
bureau, he joined NBC’s news department in Washington. After four years there, he joined 
Broadcasting magazine. Following wartime government service, he rejoined NBC in 1942. 





February 24, 1958, Television Age 77 





“TERRE HAUTE, 


Indiana's 2nd Largest 





TV Marke 


eee eee 


Aw 





251,970 
TV Homes 


BOLLING CO. 
NEW Yor K 
cnrtcasé eo 


WTHI-TV 


a 


Nae ee eee 

















THE 
LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WCBS-TV, New York 





Wire or phone 
Art Kerman 
today for Z 


availability 

in your market, \ 

GOVERNOR TELEVISION 

151 West 46th St., N.Y.C. 
JUdson 6-3675 


















February 24, 1958, Television Age 





wurmne fre Camera 





Three-ring circus. John North of 
station WDXI-Tv Jackson, Tenn., was 
in New York on business a_ few 
weeks ago, quartered at the Waldorf. 
At the same time, a fellow named 
John Ringling North, of the Ringling 
Bros. Barnum & Bailey Circus family, 
was also tenting under the same 
resplendent roof. 

As a result, Jackson’s John North 
spent a good deal of his day answer- 
ing phone calls and inquiries meant 
for the Big Top impresario. 

The Tennessee North cannot be 
blamed for becoming annoyed at this 
confusion. Nor can he be criticized 
for moving out of the overNorthed 
hostel. 

“T was afraid,” John wpx1-Tv North 
explained, “that any minute a herd 
of elephants would dance into my 
room.” 

- * * 

True-life tv: A good, hard-hitting 
example of educational television hap- 
pened a while back in Springfield, 
Mo., according to Ethel Strainchamps, 
of that city’s KTTS-TV. 

Sheriff Glenn Hendrix, a real, true- 
life county law-enforcement officer, 
was out to catch a killer. He used all 
media, print and broadcast, to an- 
nounce that he was looking for the 
murder weapon, a knife. But all the 
time, the wily sheriff had that li'l ole 
knife stashed away in his li'l ole safe. 
Meanwhile, the killer fell for the trap 
and came around to the scene of the 
crime to recover the weapon. Sheriff 
Hendrix and his men grabbed him, 
and he is now awaiting trial. 

In a big, new interview in all 
media, the sheriff modestly explained 
that the idea was not original with 
him and that he had gotten his in- 
spiration from tv. “I watch Matt Dillon 
and Sheriff of Cochise a lot, and they’re 
always pulling things like that.” 


* % * 


We report the following news item 
without any comment, for, as an un- 
derstandably unidentified colleague 
remarked, it reeks for itself: 

“In Cincinnati, city officials put 
into operation recently a $7,100 
custom-built tv set with a water-tight 


camera that can be lowered 60 feet 
into sewers to inspect and transmit 
back to a 12-inch screen.” 

a Ht ae 

Over in London the other night, 
it has been reliably reported by eye- 
witnesses, a nude, masked fan dancer 
appeared on the commercial independ- 
ent network. And, according to a 
spokesman for the producing com- 
pany, there was no immediate protest 
forthcoming from viewers. 

The spokesman explained that the 
faceless naked dancer appeared in a 
tribute to London’s revue theatre, 
The Windmill, on the occasion of 
that institution’s 26th birthday. 

Oh! Then that makes it all neat 
and proper, don’t you think? Birth- 
day party, birthday attire! 


tt ue * 


Literally the hottest man in town 
is composer Robert Allen. 

One hot, humid Monday morning 
last summer, our steaming hero 
dragged himself over to the ringing 
phone. The caller was Mitch Miller, 
Columbia Records’ master of sultry 
jazz and assortéd classics. Mitch con- 
fessed he was in a jam—situationwise. 
The Studio One show needed theme 
music for a drama about a stuffy law- 
yer with a very warm urge to play 
the saxophone. 

“I dig you, Mitch,” composer Allen 
softly replied. “It'll be on your desk 
by Wednesday.” 

“T need it by one this afternoon,” 
Mitch said flatly. 

“But it’s already eleven!” Robert 
fortissimoed. 

“So, you’ve got two full hours!” 
Mitch dropped the dank receiver and 
with his ears still burning went about 
his business. 

So did fiery Robert Allen go about 
his business. And—to make a hot tale 
cool—he finished the song in time for 
it to get okayed that day, arranged, 
orchestrated and recorded the next, 
used on the air the following Monday, 
and hummed, whistled and sung 
throughout the nation for many days. 

The tune, Song for a Summer 
Night, sold a very ardent total of 
750,000 platters. 
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WBAP-TV, the ESTABLISHED PIONEER 
station of the Southwest, was the .. . 


Every week WBAP-TV originates al- Television station in the 
Southwest. 
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most 10 hours of local color-casting . . . Television station in Texas to 


telecast network programs 


plus many hours of NBC network color in color. 
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produce and telecast its own 
live color programs. 
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